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No, say experts, but 
1960 will move away 
from ratings, toward 
more depth in findings 
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Xow— first in Pennsylvania's third largest 
market with highest quarter-hour ratings. 

16% more homes reached tlian tlie second station. 
18% more than the third. 
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ortal riders themselves, one PONY EXPRESS ^Pisode picks up where 
eft off. Running skirmishes with Indians, bushwhackers, and the forces of 
a 1,966 -mile trtfl provide compelling action for scene after scene, episode 

gripping dfsmiis of PQffY EXPRESS ^^^^ "° "^^^ contrived 
. ^'.Tbrtarc/ far action and reality is indelibly inscribed in the history 
f^<- / i '.Mi f^Ums, A Division of CNP California National Productions, Inc. 




T;ill TV lowers are fine when loealed 
lo >erve people instead of pines, 'pos- 
snni- iind ixirrniiiiies. The WSPA-T\ 
lower loralcd on Paris ^lonnlain, 3 
mile- from (Jreciiville, is at Ihe very 
he:irl of ihe iiidii'.lrial I'iechiiont. With 
its 12 hav nC\ anUiina 1182 feel 
alxoc a>eraKi' Icrraiii (2209 feel alxoe 
-.-.i lc%el) WSI'A-TV ser\es 1,500,000 
Willi ,1 saluralioii signal. 

SERVING THE SPARTANBURG- 
GREENVILLE SUPERMARKET 

WS PA-TV 

AM-FM-TV ^ 
channel M 

CBS in Springfield, S. C. 

National Representatives 
GEORGE P. HOLLINGBERY CO. 
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29 Raw ratings aren't on the way out. but fast giving way to more qu- 
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Five diaries of five timebuyers 

32 How timebuyers in five agencies tackled a sins'e day's client proble' 
provide clues to what the big buying problems mav prove to be in 

Koehler scores with two-second tv spots 
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They don't run away from tv 

33 Some five million people will visit South Florida in 1960. They will spe 
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Is area confusion fouling up radio buying? 

40 Adam Young agency poll finds most want Advertiser Areas to repla 
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'Folksy, deep, gravel-toned' 
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* fVith malice toward none; with charity for all; 
vith firmness in the right, as God gives us to see the right, 
let us strive on to finish the work we are in. . . 



ABRAHAM LINXOLX 

Second Inniigiiral Addreas 




E THOUGHT IT ABOUT TIME SOMEONE 
got around to asking a wise man what he 
thought of the present state of eonfusion in the 
radio and television industry. In time of crisis 
c only counsel of any value is the eounscl of wisdom, 
j Wc ask your forgiveness and we ask the forgiveness 
wal'? Abraham Lincoln for reaching so high for guidance. 

His words, altliough spoken about a far greater and 
3re significant crisis, seem so relevant that we wish to 
call them to you. Like almost everything Lincoln said, 
ese words have universal application. Here is advice for 
le American public; a reminder that institutions are bigger 
*|(an the individuals who comprise them — a reminder to 
e television industry to be firm in the right and to get to 
)rk on the job that must be done. 

Maybe you're thinking that Abraham Lincoln was too 
ich of an idealist even to be quoted in this sorry cir- 
mstance. 

Just remember that he was a human being too, who 
lieved that human nature never changed. He said, of the 
n who would be involved if there were another crisis, 
. . wc shall have as weak and as strong, as silly and as 
!se, as bad and as good." 

The great institutions of Western culture did not evolve 
sweetness and light like flowers in the meadow ; they 
velopcd through centuries of struggle, tears, agony, cal- 
my, and bitterness. 

Let us, for the moment, focus on our field of entertain- 
nt, information, and advertising. 

It was only at the beginning of this century that "yel- 
V journalism" was the shameful scandal of the day. Pub- 
bers of great metropolitan newspapers were vying with 
?h other in spreading big black false headlines across 
;ir front pages, blatantly deceitful — in a mad scramble 
see who could sell the most papers and forget about the 
lies. Some of us in the advertising business can remem- 
• the days when a man's name had to be Ananias before 
could get a job as circulation manager of a newspaper. 
I Look at the newspaper industry today — a great, vital 
cc on the American scene, respected by readers and 
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advertisers alike. After a long, siiocking and sometimes 
entertaining history of the antics of many boisterous scala- 
wags, the newspaper business has grown up. 

Or let's talk about the circus. There was another great 
American institution. Let's talk about that genial old slicker, 
P. T. Barnum. There was a character ! But the circus isn't 
dj-ing because people were outraged when they found out 
that "THIS WAY TO THE EGRESS" merely emptied 
Barnum's tent and had nothing to do with the female of 
tile species egr heavr. The circus is disappearing because, 
as an institution, it no longer fits into the new culture pat- 
tern. Children can't get excited about a man being shot 
thirty feet into the air from a dummy cannon when in 
their living rooms men are shot to Mars in the flick of a 
commercial. 

Or let's talk about women. They're still here as an 
institution (God bless 'em) despite the fact that for thou- 
sands of years tliey have been tinting and lacquering them- 
selves to conceal what they really look like. We think they 
have survived as a part of our culture for far more basic 
reasons than tlie magic of perfumes with naughty names. 

Also we think it's a pretty safe bet that when we build 
the first skyscraper on the moon, tiie history of the human 
race in the capsule inside tlie cornerstone will not begin 
"There have been an awful lot of lousy guys in the world." 

Yes. Mathematicians and philosophers notwithstand- 
ing, wc believe that, as far as an institution is concerned, 
the whole is greater than the sum of its component parts. 

Now we'll focus down sharply and saj' what we want 
specifically to say. We have said it before but we want to 
say it again so you'll know we haven't changed our mind. 

Wc like all kinds of advertising. We like newspapers. 
We like magazines, radio, outdoor. Each has its specific 
place and each fills it well. 

We have said it before and we say it again. We like 
television. We believe it is the greatest entertainment, infor- 
mation, and advertising medium in existence and that, with 
full awareness of the responsibility that goes with stature, 
it will grow and mature into even greater effectiveness with 
each passing decade. 



zvhat do you think t 
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Edward Petty & Co*, Inc* 

Radio and Television Station Representatires 

I YORK . CHICAGO • ATLANTA . BOSTON • DALLAS • DETROIT • LOS ANGELES • SAN FRANCISCO • ST. LOUIS 

This advertisement appears in full pages in The iXeiv York Times, Chicago Tribune, IT ashington Post and The Wall Street Journal) 
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til WPTA 
FORT WAYNE 

Covering over 
200,000 Homes 
in Northeast 
Indiana and 
Western Ohio 
with these TOP 
rated local 
programs 

Romper Room 

Little Rascals Club 

Fun 'n Stuff with Popeye 

Evening and Morning 
News 

Promenade 21 

Club 21 Dance Show 

Sports D6sk 

Shock with Ainsworth 
Chumberly 

Movies — featuring Fort 
Wayne's largest film 
library: 20th Century- 
Fox, David Selznick, 
RKO, Republic, 
J. Arthur Rank, 
and Screen Gems 

WITH THE TOP 
ABC NETWORK 



I I I _y4sl! lite man from 

YOUNG TV CORP. 
JJJ 



WPTA CU.JT^l 



NEWSMAKER 
of the week 



Longevity is a rare word in the vocabulary of advertising. 
Yet this past iveek, two notable milestones were marked by 
iSeedham, Louis & Brorby, distinguished Chicago advertis 
ing agency': on 2 January, the agency became 35 years old, 
and on that same day Maurice H. ISeedham observed his 35th 
year as its president. Today, the ever-growing, agency is bill 
ing $38.5 million annually, of which 51% is in broadcast. 

The newsmaker: Maurice H. IS'eedham has been an icono- 
clast and an independent thinker for most of his 70 years. A pro 
ponent of diversification rather than specialization since his college 
days (U. of Wisconsin, 1910), in an economic and advertising era 
when the latter is the pattern, he continues as the active head of an 
agency organization which now numbers 335 persons. The staff, as 
well as the billings, contrast with the agency of 35 years ago. 

In 1925, Maurice H. Needham Co. sprang into advertising existence 
with three persons and a billing of $270,000. It has outlasted many 
of its kind and has unusual staying power with many of its clients. 

Johnson's Wax has been an account for 30 years; Kraft Foods, 
25 years; State Farm Insurance, 20. The accounts are varied, but 
the roster is in line with strong convictions of the agency president. 
He disallows any alcohol or cigarette clients, and he voluntarily 
withdrew the agency names from the four finalists contending for 
Ford's Edsel account. Why? Because NL&B has never chopped 
personnel as a result of account switching, and adding some 100 
persons for Edsel involved the risk of subsequent layoffs. 

Among other distinguishing features of the operation: every male 
employee gets SlOO at the birth of a child ; anyone getting married 
and leaving the agency gets S20 — staying, an extra week's paid vaca- 
tion; all employees get three weeks' vacation after four years; those 
qualifying for profit sharing receive an average of 10% of their 
salary annually; all stock is owned by employees (with some 30% 
by Mr. Needham), and it reverts to the agency rather than to heirs; 
during the war, servicemen received the cash difference between 
their agency salary and that paid by the Armed Forces. 

Maurice Needham and his wife, Ray, live on a 60-acre estate in 
Woodstock, 60 miles from Chicago, but also maintain a town apart- 
ment. He reports to work daily; she, several times weekly to over 
see decorating and furnishing of the NL&B offices. NL&B occupies 
the three top business floors in the luxurious new Prudential Sky- 
scraper on Chicago's lakefront. 

In Woodstock, Mr. Needham maintains a special room which he 
calls The Cave, and uses as a hideaway for the indulgence of his 
special hobbies: collecting memorabilia of Ulysses S. Grant and the 
Civil War. He uses it, too, as a strategic post from which to study 
wildlife, especially birds. A writer, he is involved with his disserta- 
tion on the complete man, whom he describes as a person who is 
broadened in all fields, in particular the arts and sciences. ^ 



6 



SPONSOR • 9 JANUARY 1960 




How to build more 
effective TVcommercials 

In actual TV tests, the Good Housekeeping Guaranty Seal 
increased commercial effectiveness 20% . . .27% . . . 30%o . . . 51% . 



Recently the Schwerin Research Corpora- 
tion, whose clients include leading networks 
and advertisers, tested the commercials 
of several major TV advertisers, then 
re-tested them with the addition of the 
Guaranty Seal. 

RESULT: Commercials with the Seal showed 
an average increase in effectiveness of 32%. 



Increases due to addition 


of Guaranty Seal 


Appliance A . . . 


. ... 20% 


Breakfast Cereal B . 


. . . . 27% 




. ... 30% 


Prepared Mix D . . 


. ... 51% 



These facts demonstrate once again the 
cumulative confidence that has been built 
ujD in Good HousekeeiDing and its Guaranty 
Seal over 75 years. 

There are some products and some claims 
that may never earn our Seal, or the sales 
influence it enjoys among 40,930,000* 
women. But if you make a good product, 
and want to sell it with conviction, let us 
show you the Schwerin results and discuss 
how that selling influence can go to work 
for you noiv— on TV, and everywhere. 

Good Housekeeping 
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STEP UP 
TO 

KJliiO-TV 
UlilSlJLTS 




KJEO-TV— ABC for Fresno. Califor- 
nia'f SfiOO.OnO.OOO market— stepped 
up its metropolitan Nielsen rating a 
full 10''; in it? December 1959 sur- 
vev o\er the corresponding 1953 
period. 32' f of the audience 6 to 9 

p.m. 33'"( of the audience 9 p.m. 

to midnight. 

In contrast, one of the other two sta- 
tion? in the market showed a static 
position with 1958, the other a de- 
cline. 

Your HR rejjreseiitative will help you 
get \iiur share of the stepping out ' 
and stepping uj) T\' I)u\ for 1960 — 
KJEO-TV. Channel 47. Fresno. 




J. E. O'Neill — President 

Joe Drilling — Vice President 

and General Manaper 
W.O. Edholm — Commercial Manaper 

See your H R representative H'R'f^C'f 



SPONSOR 

THC ncCKiY MacaiiNC tv(«aoio •Dvc«Tisms use 

Editor and PublUher 

Norman R. Glenn 
Secretary-Treasurer 
Elaine Couper Glenn 
VP-Assistant Publislier 

Bernard Piatt 



EOiTORiAL DEPARTMENT 
Executive Editor 

John E. McMillin 

News Editor 

Ben Bodec 

IManaging Editor 

Florence B. Hamsher 
Special Projects Editor 

Alfred J. Jaffe 

Senior Editors 

Jane Pinlcerton 
W. F. Mibch 

iVIidwest Editor (Chicago) 

Gwen Smart 

Film Editor 

Heyward Ehrlich 

Associate Editors 

Pete RanUn 
Jaclc Lindrup 
Gloria F. Pilot 
Ben Seff 

Contributing Editor 

Joe Csida 

Art Editor 

Maury Kurtz 

Production Editor 

Lee St. John 

Readers' Service 

Lloyd Kaplan 

Editorial Research 

Barbara Wiggins 
Elaine Mann 

ADVERTISING DEPARTMENT 

Eastern Office 

Bernard Piatt 
Wijlard Dougherty 
Joe Neebe 
Robert Brolcaw 

Southern Manager 

Herb Martin 

Midwest Manager 

Roy Meachum 

Production Manager 

Jane E. Perry 

CIRCULATION DEPARTMENT 

Allen M. Greenberg. Manager 
Bill Oefelein 

ADMINISTRATIVE DEPT. 

S. T. Massimlno. Assistant to Publisher 
Laura Olcen, Accountinq Manager 
George Beclcer; Rita Browning; 
Charles Eclcert; Wille Rich; Irene Sulzbach; 
Flora Tomadelli; Betty Tyler 



BIGGER 



than you think 

Hot Springs beats cities twic 
Its size in general merchandis 
sales, in drug store sales, ii 
apparel store sales 

Tourists and vacationers swe 
its population all year long . 
and spend! Reach them ove 
the "sell" station. Enjoy to; 
'atings, too. 



KBHS 

HOT SPRINGS, ARK. 

5000 watts at 590 kc 



Rep: NY-Clark; Chicago-Sears & Ayer; 
South-Clarice Brown 




NEGRO 

Community 
Programming 




SPANISH 
PUERTO RICAN 

Programming 




of Whirl-Wind 
sales action 



WWRL 

NEW YORK DE 5-1600 

'10:00AM-5:30PM **5:30PM- 10:00AM 
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To Get to 

MONEYED 
HOUSEHOLDS 




Houston, Dallas, Los Angeles — 
rich markets, yes. But they pale in 
pou'er compared u^ith Baton Rouge. 
Louisiana's second market in size is 
first in effective buying income per 
household. To blanket the buyers, 
buy two in Louisiana — one for 
size, and 2 in Baton Rouge for 
quality. 




in LOUISIANA 





Los Angeles, Long Beach $6306 



Dallas, Texas 



Utica-Rome, N.Y. 



SHREVEPORT 



NEW ORLEANS 



BATON ROUGE. LOUISIANA 



* Source of (ll figures {or Ihes* MelropoliUn areas: SM Survey, 1959 
Effective Buying Income per household. 




HALF A BILLION $ 
FOOD MARKET? 

POPULATION 3,179,000 

FOOD SALES $541,043,000. Ex- 
ceeds the twelfth metro market. 

DISTRIBUTION Most food sold in 
the WPTF market is distributed from 
Raleigh warehouses (A & P, Colonial 
Stores. Winn Dixie and Piggly Wiggly 
serve 215 supermarkets from Raleigh). 

Twelve major wholesalers and jobbers, 
17 food brokers, representatives of 
most major food manufacturers, plus 
offices and warehouses or processing 
plants for Swift & Co., Armour. Wil- 
son Co., Kraft Foods, Jesse Jones, 
Continental Baking, Ward Baking, 
American Bakeries, and many others 
are in Raleigh. 

AD COVERAGE WPTF Radio is 
the only single mass medium that 
reaches all of this major food market. 
Over 507t of the homes in the area 
listening to WPTF (NCS#2). 



NATION'S 
28fli RADIO, 
MARKET 



NICLSCNa: 



50,000 WATTS 680 KC 

N6C AirUolt lor Dohigh-Durhom 
ond fosie/n Noffh Carolina 
R. H. Mason, Generol Monoger 
Gus Youngsleodi, Soles Monoger 

PtTWS, C»IFFIN, WOODWARD, INC 




ac work 




Dorothy Classer, Kastor. Hilton. Chesley, Clifford & Atherton, In' 
New York, looks forward to visits from personable station me 
"Here comes the station manager from the fourth-rated operation 
'Anytown' making his New York calls. 'Tell ya what I'm gonna d 
says he, opening his attache case with a flourish. 'I'm gonna sho 
you the greatest set of ratings ever 
done by my interviewers. Com- 
pletel) objective and impartial. 
These three other stations don't 
even show. And look at these 
headlines in the hometown month- 
ly. Why, since Johnny J., the com- 
petition's morning man went to the 
doctor, he's lost an entire segment 
of his audience. It may not show 
in this Pulse, but wait till next 
month. Your sales not moving? 
That's because we don't ha\e }our 
entire budget. Increase your budget and we'll include you in o> 
new merchandising plan. Postcards are sent to our complete list 
two wholesalers and we place shelf talkers in the Main Street dru 
store. Why advertisers have been known to skip spots on-the-air b 
cause merchandising is more valuable . . . Oh. to be a space buj'er 



Dave Zoellner, Cunningham & tValsh. Inc.. New York, feels th ' 
the timebuyer must know his product and its channels of distribi. 
tion. "A knowledge of the product means more than rccognizin 
the label on the can. The bujer. when possible, should attend clieni 
agency meetings to get to know the background of the product an 

understand its values. This ii 
formation is doubly significant re 
^^^^^^^ ative to the product's channels ci 

J^^^^^^^fc distribution. Any successful can 

M paign attempts to fulfill the client'' 

jBv^ J sales objectives. Now, it's oftei 

11 ^ most important for the client t 

■ ' " sell the wholesaler, distributor an 

the retailer before he can sell th 
^^^^^^ k consumer. It's obvious that th 

^^^^^^k 9 ^^^^^^ cans have to be on the dealer' 
^^^^^^HyA ^^^^^^1 shelf before the consumer can pur 
^^^^^^^^^^^ ^^^^^^^ chase them." Dave points out tha 
there's a difference between selling to 'he man who sells to the con 
sumer and dealing directly with the buying public. "Ratings aren 
(|uite as significant as usual, and merchandising support is more o 
a factor. Remember, that the audience you're after is selective as wel 
as quantitati\ e. Timebuying and marketing are interdependent.' 
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Important notice to Time Buyers in 
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as well as 
Minneapolis, 
Milwaukee, 
Cincinnati, 
Cleveland, 
Pittsburgh 
and Seattle: 



{Adam Young is now the man to see when you 

want the best buys in Baltimore and Richmond! 



itflTH WXEX-T V WLEE 

V Ir 



Radio Baltimore: 
Tom Tinsiey, President 
R. C. Embry, Vice Pres. 



Richmondi 
Tom Tinsiey, President 
Irvin Abelofff Vice Pres. 



Radio Richmondi 
Tom Tinsiey, President 
Harvey Hudson, Vice Pres. 



>THER NATIONAL REPRESENTATIVES: Select Station Representatives In New York, Baltimore, Washington and Philadelphia 

Clarke Brown Company in the South and Southwest, 
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Xational and regional buys 
in uorh now or recently completed 



SPOT BUYS 



RADIO BUYS 

McCormick & Co., Ine., Baltimore: Placement? for it- tea; itart 
18 January in Ea;t Coas-t markets. Schedules are for da\ minute;, 
run for four weeV?. Buxer: Sally Reynold-. Agency: Lennen 
NeKell. New York. 

Lydia E. Pinkham Medicine Co., LxTin. _Ma?;.: Going into about 
69 market? second week in January with schedule; for it; vegetable 
compound. CaniDaign i; 1-5 week;: daytime minute?. Bu\er: Bob 
Turner. Agency: Cohen, Dowd i. Ale;hire. New York. 

Swedish Shampoo Laboratories, New York: Campaign kick; off' 
thi; month for Blondex Shampoo in roughly the top 20 market;. 
Da\time and trafEc minutes, light frequencies, are being scheduled 
for 26 week;. Buyer: Dick Jone;. Agency: Fire;tone A. A.. N. ^. 
Liggett & Myers Tobaceo Co., New "\ork: A campaign for LAM 
cigarettes begin; 18 January in the top markets. 10-week schedules 
are being bought using trafEc and day minute; and chainbreaks. 
Buyer: Joe Devlin. Agenc\ : Dancer-Fitzgerald-Saniple. New York. 
Northwest Orient Airlines, St. Paul. Minn.: Buying in all of their 
14 market; for a Januarv start. Schedule; are for 26 weeks. Buyer: 
Ben Leighton. Agency: Campbell-Mithun. Minneapolis. 
Red Star Yeast 2; Pfodu"ts Co., Milwaukee: LsLng a major radio 
campaign for the first time for Red Star yeast. About a dozen mar- 
ket; are setting morning schedule; for a January start. Spot; stress 
the -uperior quality of home baked food; over ready made;. Buyer: 
Mar\ Ann Do;;. Agenc\ : Wm. A. Krau;e Agenc\ . Minneapoli;. 

TV BUYS 

Procter & Gamble Co., Cincinnati: Kicking off .52-week ;chedules 
thi; month in a number of top markets for Crest toothpaste. Night 
minute; are being placed, frequencie; varying. Bu\er: Bernie 
Shio;;man. Agency: Benton i. Bowie;. New York. 
V. LaRosa & Sons, Inc., Brooklyn. N. Y.: New activit\ ;tart; this 
month in nio;tly northea;tern market; for it; macaroni products. 
About 15 market; are being u;ed altogether, with 10-15 ;pot; per 
market. Placement; are for da\time minute; and ;ome nighttime 
minute; and 20';. Bu\er: Len Sogiio. Agency: Hick; i. Grei;t. 
New ork. 

Armour & Co., Chicago: Schedule? besrin th;? month in the top 
market; for beef, pork and sausase product;. Prime time 20 ; and 
early e\ening minute; are being scheduled, frequencies dejiending 
on market. Bu\er: Don Heller. .Agency: N. \^ . Aver i. Son. Chicago. 
P. Lorillard Co., .New ^ork: .Along with the Spring cigarette lineup 
reported here 12 December. Kent and Newport are al;o getting 
.52-week schedule;. Hea\ y frequency ;chedule; of prime time min- 
ute;. 20's and l.D.'s start thi; month. Buyer: Bob Kelly. Agency: 
Lennen i Newell. .New York. . 

• 
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6 a.m. to 6 p.nt. 
. . . as compiled by 

PULSE 

for 

SAN ANTONIO 

SEPTEMBER, 1959 

and FIRST in 
HOOPER, too! 

morning and afternoon 

REPRESENTATIVE: 

KATZ AGENCY 



«5Q00 Watts • 860 KC 




JAZZ UPYOUR STATION WITH THESE SWINGIN' 

MUSICALSHORTS! artie shaw^cab calloway^clyde mccoy 

^desi arna^betty huttoi^woody hermai^jimmy dorsey^vincent 
lope^louis prima^bob eberly^red nichols^helen forresj^ illinois 
jacque^stan kentoj^june christy^bobby hacket^ pied pipers^ 



165 Film Shorts Featuring The 
Greatest Names In The Musical 
World -All Ready To Give Your 
Programming A Lilt And A Lift! 

We're blowing our own horn about these swingin' musical treats from 
Warner Bros. A Festival Of Top Pop Tunes, all Standards — ideal for local 
programming in your market. One reel, all approximately 10 minutes. 

Get On The Bandwagon and Watch Those Ratings Roll Up — Write, 

Wire, Or Phone! 





UNITED ARTISTS ASSO 



New York. 247 Park Ave., MUrray Hill 7-7800 
,lcago,75 E.Wacker Drive. DEarborn 2-2030 
Dallas.1511 Bryan Street, Riverside 7-8553 
Angeles. 400 S. Beverly Dr., CRestview 6-5886 



in Sacramento 
"Radio One" is 




If you could spend enough time 

to adequately monitor all Sacra- 
mento stations, you would discover 
that KCRA is programmed to ap- 
peal to a balanced, upj^er-income 
audience, with emphasis on the 
adult listener. Music with the "'b;?" 
sound that neither grates nor lulls. 
News prepared and reported by five 
full-time newsmen, plus N'BC. Top 
sports from the Sacramento ball 
games to the Rose Bowl. Your 
client's dollars buy a qualitv. re- 
sponsive audience w hen vou choose 
KCRA. 
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by Joe Csidc 



Spo 



I 

Adman, know thy show 

I nii^^ed Bob Foreman's talk at tlie .American 
Marketing Assn. luncheon the Monday before 
Christniaj. bul I was very much interested to 
read his remarks. Bob has denionstraled over 
and OA er again that he is one of the most astute 
5ho\Mnan-advprtising men around the trade. 
Calling (he signals al BBD^O. he has long since 
pro^ed that he knows whereof he speaks on tele- 
vision and advertising matters. I wonder. howe\er. if his speech 
before the AMA wasn't composed of 90 parts of wi;hful thinking 
and 10 of educated gue>^es based on cold, hard fact. 

The "untouchable?' of tv 

Bob's feeling is that the Go\ ernuient in\"estigation5 just past. ir. 
the w orks and upcoming into a number of television areas are going 
to speed a trend toward a new program "balance.'' He sa^s that 
there are far too many westerns and detective shows on tv'. anc 
apart from the fact that this represents a poor program balance, it 
also represents increasinglv bad advertising value. It's Bob s point 
that with about 30 westerns and some 20 cops-and-robbers shows on 
the air. it s difficult, if not altogether impossible, to tell the difference 
between them, let alone identify the sponsors of each. This is sureh 
true enough, but against this you ha\ e several ice-cold facts which 
just refuse to go away. One is that the Nielsens still show that 
westerns and detective shows are way. way out front as rating-getters. 
The tally for the week ending 6 December, the latest available at 
this writing, continues to show the number? 1. 2. 3. shows on the air 
as the old standby cowpokers: Ciinsmohe. ITazon Train and Have 
Gun. Will Travel. It still shows 12 of the top 25 shows are sagebrush 
sagas, and another three or four are detective shows. Of the ne\i 
shows to hit the air this season, the following westerns and or crime 
shows have made 15 or better ratings: Bonanza. Hauaiian Eyt. 
Bourbon Street Beat and The Untouchables. 

In the works at MCA's Revue productions is a brand new western 
called Whispering Smith, which will star Audie Murphy, and over at 
another of the more proficient show factories. Four star, they're 
readving a new boss opera called W inchester and a new detective 
series called .Michael Shayne. Detective. 

En en jjolitic? w on't stop "em i 
There is no doubt that the Congressional investigations will spur 
all kinds of reconsideration of programing formats, but I reallv do 
not believe that show types, which have demonstrated their over- 
whelming popular appeal in the manner of the westerns and the 
whodunits will be affected in any meaningful way. I do believe 
we'll see more and better so-called serious, public affairs program- 
ing, but we'\e already seen a good deal of this in the past y ear or 
{Please turn to pas:e 16) 
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ROOM 

AT 
THE 
TOP 

Successful advertising 
campaigns feature spot 
at the top of the list . . . the 
only medium that allows 
you to reach — with maxi- 
mum impact — the pro- 
spective customers you 
must reach, pinpointing 
only the markets you're 
in. Top advertisers get 
high return with low in- 
vestment and there's no 
waste. 

Scores of success stories 
in H-R's files attest to the 
sensational job spot ad- 
' vertising does. 

Your nearest H-R man 
will be happy to give you 
a fast, first-rate fill-in. 

^^rj^cii TU"D Televisvni. hic. 
■^?7>rA LUrJCXt Reprrsciitativcs 

j "We always send a man to do a man's job" 
I 



FIRST 

RATINGS! 



"THE 

FOUR 
JUST 
MEN" 



TOPS 

ACROSS U.S.A.! 



LOS ANGELES 



15.3 



ARB/Nov. 1959 

7-station market 



25.5 



MIAMI 



Pulse I Oct. 1959 

4-station market 



m 



ARBlOct. 1959 

3-station market 



BOSTON 



n.4 



ARB/Oct. 1959 

3-station market 




INDEPENDENT 
^TELEVISION 
CORPORATION 



488 MAUIS0 AVE. • N.Y. 22 • PL 5-2100 
16 



Sponsor backstage i continued) 



two — f]uiz aiid payola scaiidal? notw illistanding. 1 woiicler how 
many of u? realize how intense the Congressional investigations are 
really going to he. It's heeii pointed out in general terms that 
they're like!) to he many and hot. because 1960 is going to be an 
election year. But 1 didn't realize till the other day what kind of 
an election \ear it's going to be. Ever\ single seat in the House 
is up for grabs in '00, as are almost 30"^ of the seats in the Senate. 
The fireworks are going to be sustained and spectacular. Of that 
there is no question. But 1 still don't belie\e one of the results will 
be a diniunitioii of, or an interest in westerns and detective stories. 

Boh aUo made the \er\ \alid point at the AMA meeting that 
''No business man can ignore the fact that each program carries 
with it more than an advertising goal.'' That's a line line in a 
speech, but the simple, unhappy truth is that business men are people, 
and many not only can hut do, and fore\"er will, ignore the fact 
that each program carries with it more than an advertising goal. 
Bob knows the kind of cynical businessmen — as a matter of fact 1 
believe he's worked with some of them — who would sponsor any 
kind of a show that \v'ould help them sell more merchandise. This 
will always he true, and all the Congressional investigations in the 
world, and speeches won t change it. Nobody is likely to sponsor 
a quiz show in the immediate future, hut surel) not because th" 
sponsors of the once-niost successful quiz shows feel they should 
present something more cultural to uplift the puMic mind. 

It is important to the general \Nelfare that top showman-advertis- 
ing men like Bob Foreman preach the sermon of the business m=in's 
responsibility to the community in television and elsewhere. It is 
important, too, that such men practice to the fullest extent of their 
ability, and within practical hounds of this preachment. For with 
such men leading the way, the majority of advertisers will follow, 
perhaps in their own fashion, but will follow nevertheless. 

Old acquaintance . . . 

Speaking of people. I'd like to take this opportunity to wish all 
of my friends, enemies and readers a healthy. happ\ and prosperous 
new decade, and to give a special hoorah for those of my old friends 
who have taken on new, important duties. 

Joe Ream, in his brand new job as head of the equally brand new 
department of public practices at CBS. Joe has been with Mr. Paley 
and Doc Stanton for 25 years, and has done a tremendously effec- 
tive job in whatever area he's been placed. He'll do equally well 
with this spot, wherein he's responsible for editing, censorship and 
acceptance standards of the web. 

Svd Eiges, in his new post as the public information \ .p. at NBC. 
Syd's another who's been through the wars. He's always come 
through with a fine performance, and surely will in the new spot. 

Jerry Franken, my old Billboard stablemate. who's just been pro- 
moted to exec director of advertising, promotion and publicity for 
National Telefilm Associates. They couldn't ha\ e upped a better man. 

Phil Vt'illianis. that dancing fool and dynamic salesman, who's 
just been made acting syndication sales manager at United Artists 
Television. Phil did fine at ABC T\ Films. Ziv and every other spot 
he's held, and will do great here. 

To all these, and to all my old buddies wherever you are or go, 
and to all vou readers, a bis. hoomins: '60 to \ou. Good luck! ^ 
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the 



TEXTILE ,„au 



stry . 



creates buying power in the Piedmont Industrial Crescent! 

The Sauth's expansive textile industry is another reason why WFMY-TV 
. . . located in the heart af the industrial piedmant ... is the dominant 

selling influence in this $3,000,000,000 market. WFMY-TV serves . . . 
and sells in this heavy industrial 54-caunty area where 2,250,000 
peaple live, wark and buy. 



f m y - 1 V 

GREENSBORO. N. C. 

•NOW IN OUR 11th VEAR OF SERVICE" 

Represented by Harrington, Righter and Parsons, Inc. 
New York, Chicago, San Francisco, Atlanta, Boston, Detroit 
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the prestige independent 
with network programming! 




AIR POWER 
SEA HUNT 

SAN FRANCISCO BEAT 

NAVY LOG 

SHOTGUN SLADE 

TRACKDOWN 

THIS MAN DAWSON 

THE CALIFORNIANS 

THE HONEYMOONERS 

MR. ADAMS AND EVE 

26 MEN 

MEET McGRAW 

DEADLINE 

STATE TROOPER 

COLONEL FLACK 

SILENT SERVICE 

FLIGHT 

PANIC 

POLICEWOMAN DECOY 
IT'S A GREAT LIFE 
SPECIAL AGENT 7 
YOU ARE THERE 
HIRAM HOLLIDAY 



New York audiences have learned to expect 
network quality entertainment evenj night on 
wpiX-1 1. Advertisers know that of all seven New 
York stations only wpix offers so many oppor- 
tunities to place ??imi/fc commercials 
in prime evening time in such net- 
work quality programming. This 
"quality compatibility" obviously 
best complements and supports your 
commercial messages. It's one of 



many reasons why WPIX carries more minute 
commercials from the top 25 national spot adver- 
tisei-s than any other New York TV station*. 
Where are your 60-second commercials tonight? 





i 



neic 
york 



The only New Tork independent q-ja!i5ed and 
permitted to display the Sational Association 
of Broadcasters Seal of Good Practice 



' Broadcai^t Adctrttg^r Repo-rl^ 
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Most significant tv and radio 

news of the week with interpretation 

in depth for busy readers 



SPONSOR-SCOPE 



9 JANUARY I960 
Copyright ISSO 
SPONSOR 
PUBLICATIONS INa 



What are some of the issues or evolving developments that you can expect to 
chum up a flavor of controversy during the early part of 1960? 

SPONSOR-SCOPE's spotcheck of the trade this week suggests these candidates: 
PROGRAM CONTROL AND RESPONSIBIUTY; Regardless of what happens in 
Washington, you will find some of the more important advertisers and agencies holding 
to the doctrine that no one programing source can determine what is good for the 
people and what they should like. 

MARKETING: Look for a hot debate on whether advertisers haven't gone over- 
board on dealing — premiums, sampling, cut-pricing, etc. — and whether it wouldn't be 
more profitable to plough this money back into brand and image selling. This may turn out 
to be the biggest challenge to media in 1960. 

FRINGE TIME: Look for the struggle between the networks and affiliates over the 
7:30-8 p.m. period to intensify, with the stations more determined to hold out this time for 
syndication sales. Incidently, at least ABC TV and CBS TV are progressively competing with 
themselves, since the syndicated reruns they offer have to vie for the fringe time. 

SPOT TV RATES: There's no apparent letup in the demand for minutes and 
knowledgeable leading buyers of spot predict that sellers will be generally debating the ques- 
tion of whether to revise the rate for 20's and I.D.'s or to up the rates for minute an- 
nouncements. 



National spot radio, new business-wise, got off to a nice 1960 start, at least from 
the New York end. 

Standard Brands' new Siesta instant (Bates) and L&M cigarettes (DFS) are cutting 
loose with generous schedules for a minimum of 10 weeks each. The pressure in Siesta's be- 
half will consume between 15-20 spots a week. 

Incidentally, Lydia Pinkham (Cohen, D&A) is back for its perennial 13-week 
gambol. 



What we at the moment know as the McCann-Erickson empire is in for another 
structural alteration and it'll be along these lines : 

1) Marschalk & Pratt will become McCann-Marschalk, with S. L. Meulendyke re- 
tiring as president and William E. McKeachie coming in from International to take his place. 

2) McCann-Marschalk will absorb the sister agency's Cleveland office, ^vith its hefty 
Ohio Standard account, and also the Portland, Ore., branch. 

3) McCann-Marschalk will have its own offices in Europe and South America. 
Billings of the agency with the new name: $35-40 million. 



The demand for tv I.D.'s seems to be staging a resurgence. 

R. J. Reynolds (Esty) is moving into them on, what may turn out to be, a lush scale, 
with 17 January as the starting date. 

Lorillard, via Lennen & Newell, several weeks ago advised reps that it had bigger 
chainbreak plans for 1960, providing it could gather enough of the right kind to build a 
franchise for itself. The account has been spending at the rate of §3-4 million a year on spot, 
with Kent the chief beneficiary. 
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SPONSOR-SCOPE continued 



DuPont'e fibers dh-ision (BBDO) will use 40 tv markets — more than ever b 
fore — for its spring spot tv campaign. 

It will be a full week of saturation minutes, with the usual department store tie-ins. 



Trendex is figuring on adding a miscellany of new information to its reports 
designed to (1) answer some questions posed by advertisers and (2) help promot 
tv's effectiveness on the sales side. 

The supplementary data would deal irith products used in tv homes, the produc 
image and what ideas the viewer has of the sponsor. 



The Radio /Tv Research Council took a S'wipe at Life Magazine's recent piece o: 
tv ratings via a resolution. 

The Council, composed of researchers with networks, station groups, agencies an 
independent firms, condemned the article as opinionated rather than straight report 
ing and motivated by competitive purposes. 

The margin of radio usage between mid-summer and mid-fall remains vm 
changed: in other words, they're listening about the same number of hours regardless o 
time of year. 

Following is an updating of the comparative average hours of radio usage per 
home per day as computed by Nielsen: 

TEAE OCTOBER JULY 

1959 1 hour; 53 minutes 1 hour; 40 minutes 

1958 1 hour; 56 minutes 1 hour; 49 minutes 

1957 1 hour; 54 minutes 1 hour; 59 minutes 



Anahist (Bates) and Welch's Grape (Manoff) helped give spot tv new busi 
ness a nifty sendoff for 1960. 

Both accounts this week were buying a raft of markets — ^Anahist for seven weeks aJ 
the rate of eight a week and Welch 3-4 a week for 10 weeks. 

GE's lamp division is lining up spot tv schedules for the southwest and other area^ 
out of BBDO, Qeveland. 

The six leading cigarette companies, jointly, are spending at the rate of f*" 
tween SI. 8-1. 9 million dollars a week on nighttime network tv. 

This weekly estimate is based on the number of commercial minutes they had numinl 
per week during November 1959, ^dth $30,000 used as a broad figure for cost peJ 
commercial minute. 

Here's a tally, by company, of the total programs, total minutes and number 
homes reached on the basis of the Nieben report for that month: 



ADVERTISER 


NO. SHOWS 


MINUTES 


HOMES R£.\CHED 


Liggett & M) ers 


10 




87 million 


Re)'nolds 


9 


13% 


85.5 million 


Philip Morris 


7 


W2 


55 million 


Brown & Williamson 


6 


10 


45 million 


American Tobacco 


4 


6 


43.5 million 


Lorillard 


5 


10 


31 million 
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SPONSOR-SCOPE continued 



A sign of how tv will fare this summer: Quite a number of advertisers with 
warm season products have been inquiring, this week and last, of the networks 
about both regular programing and specials. 

Interesting aspect: they're trying to line up their needs earlier than ever. 

ABC TV keeps hammering away at the thesis that ils programing attracts 
younger and larger families than does its competitors. 

To make its point daytime-wise, it cites Nielsen October data (taking noon to 4 p.m., 
Monday through Friday) to estimate that with four quarter-hours a week on ABC (cost- 
ing $30,000) an advertiser can, over four weeks, reach 35% of all U. S. homes 
at an average of 4.7 times. The claim when broken down into age brackets: 

AGE GROUP PERCENTAGE OF HOMES NO. OF TIMES REACHED 

Under 40 43.2% 42 

40-54 48.7% 45 

55 & over 24.4% 4.8 



As for nig 


fittime, ABC has culled this comparison from 


the same Nielsen report: 


NETWORK 


1-2-FAMlLlES 


3 & MORE FAMILIES 


UNDER 55 


OVER 55 


ABC TV 


28% 


72% 


78% 


22% 


CBS TV 


34% 


66% 


71% 


29% 


NBC TV 


40% 


60% 


69% 


31% 


Total U.S. 


population: Under 


55, 70%; 1-2 families, 38%; 3 & more, 62%. 















American Machine & Foundry has committed itself for at least two of those 
MIT anniversary documentaries which CBS TV will usher in next fall. 

Cost of time-talent per program: §265,000. Frank Stanton himself got this one 
roll ing at AM&F top level. Cunningham & Walsh is the agency. 

It could turn out that the hand-wringers over tins season's tv network fare 
have gone away ofif base with their laments. 

The roster of probable casualties at night indicates that the percentage of miss-outs 
come the end of the first 26 weeks of the season will fall far short of the 1958-59 
level. 

In the area of newcomers the count of fallers-by-the-wayside shapes up like this, by net- 
work: ABC TV, seven shows; CBS TV, five shows; NBC TV, five shows. 

A hedge concerning CBS: there's no telling what added effect the network's flier 
into the magazine concept — that is, exclusively controlled programing for at least one 
night of the week — will have on the total washout. 

Still another rotating nighttime miniile-participation plan is being toyed with 
at ABC TV. 

The latest one, as bounded off agencies the past week: buy a minute a week and the 
network will spot the commercials on successive weeks on four different nights of 
the week so that at the end of the month it will have occupied 21 different positions. 

ABC is still working on this: how to price that minute time and talent, since it 
will occupy programs that have made it and programs that are on the make. 

The week's big sigh of relief for both tv/radio and the agencies : the settlement 
of the steel strike. 

There's no telling how many millions the strike has cost both networks and spot — revenue 
that can never be recovered — but, as one network chief put it to SPONSOR-SCOPE this week, 
the Detroit cutbacks will have put a rueful crimp in the last 1959 quarter's profits. 
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SPONSOR-SCOPE continued 



Tlie iijiroar over tv jirograming out of Washington has taken its toll on 
bigger agencies in one particular respeet. 

They've had to spend hundreds of upper management uianliours in extra mee 
ings and luuelies reassuring elient topbrass — and that ineludes board ehairmen— 
that they're not remiss in sjionsoring certain types of programing. 

The answer goes like this: Of course a mass medium has common appeal, but that'j 
the inevitable cost of educating the mass i)opulation to higher standards of taste an( 
literacy. It's all a process of evolution. Viewers could progress from westerns and whodunit 
to high grade dramatic fare and think programs. If the tastes of the people in the lowe; 
rungs are eeusured you ean lose them for better things in the long run. 

Tobaeeo industry experts ean't seem to agree whether the ratio of the filt 
cigarettes vs. the non-filters will remain where it is through 1960. 

The preponderant guessing: the filters have pretty well leveled o£F. 
Ratios as they now stand: filters, 51%; kings, 19%, and regulars, 30%. 
Consumption of all types for 1960: somewhere around 455 billion; up 4%. 

Nielsen is still studying BAR's proposal that the two consolidate the data th 
collect in Nielsen's local tv reports. 

The composite job would give subscribers a oue-jjlau-to-scan benchmark for spo 
ill addition to impressions, audience composition, and cost- per-thousand, they'd know wh 
competitive brands are doing in what markets. And within two weeks after the broadca 

If Nielsen bends, it will probably be largely due to the edge that the expanded infoi 
uiation will give it in competing with the national ARB. 

Don't be surprised if during 1960 you hear less and less from the giant agen 
cies about having the advantage of a full line of services. 

The reason for this change of melody and words: A study of the agency business scor? 
board has shown them that the shops which have had the biggest growth in the pas 
two years have been the specializing kind: package goods and fashions. 

Especially those with a creative style, like Bates and Burnett. The one big excep 
tion, of course, is J. Walter Thompson, which has the faculty of riding consistently upwan 
on a new medium and at the same time keeping its prestige image in the forefront. 

Those who talk about qualitative research might jionder this warning fron 
pros in the air media researeli field: 

The moment they start converting the qualitative factors into numbers they're no longei 
dealing with qualitative aspects but with quantative measurement. 

For instance, if you set out to find out how people feel about a program and you add u 
the results into neat compartments yon're dealing in the quantitative. 

(For appraisal of qualitative activity see Is Numbers Research on the Run?, page 29.) 

IMcCann-Erickson has got itself in the barter game, with reruns of Death Va 
ley Days as the bait. 

Tlie proposition being offered to tv stations out of the agency's L.A. office: give Pacific 
Borax two minutes free and the station pays nothing for the show. The preference i 
daytime spots. Borax is after added pressure for housewives. 

Bing Crosby-Ken Brown Associates would handle the distribution for MeCann. 

For other news coverage in this issue, see Newsmaker of the Week, page 
Spot Buys, page 12; News and Idea Wrap-Up, page 60; Washington Week, page 55; SPONS 
Hears, page 58; Tv and Radio Newsmakers, page 70; and Film-Scope, page 56. 
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Everyone is selling more of everything in the Land of 
Piofitiinitij — and with good reason! 

Population in this 26-county area has rocketed to more 
than a million and a half — up 61% since 1950. Retail Sales 
spiraled upward 131% in the same period, Food Sales 
zoomed up 146% and Effective Buying Income, 112%. 

Get your share of this e.xciting profit opportunity — 
spot your product on WFLA-TV — sales powerhouse in 
the Land of Pwfitunity! 



Figures from Sales Management 1959 Survey of Buying Power. 



TAMPA - ST. PETERSBURG 




NATIONAL REPRESENTATIVES, BLAIR-TV 
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at work 




lliMt'V a "(jiiack" .-alesnian for Drake's Super Service 
Statiiin> ill Mirliigan. This ueb-footed whizz kid was 
liatelied h\ Filniack "film-seni-e " to Imild a stronger 
auarciie?> of product and s\inbol. Filniack's creati\e 
dcpartiiieiit ))ut liim througli tlie aniinated pace> to enter- 
tain a> \sv\\ a> create a stronger association lict\vcen a 
warm, fricndlv "Urakc ' and Drake gasoline stations. 
Liv e scenes followed to eonijilete the selling job. 




jjj Filiii-sciisc at work— the bappy blending of creative ability, 
mechanical know-how and a staff ready to tackle your 
needs and \ our budget. To learn more about "fibn-sense. send 
for \ our c()p\ of our new booklet explaining Filniack's many 
a))proache5 to film jiroblenis. 





TV COMMERCIALS 
INDUSTRIAL MOTION PICTURES 



THEATRE FILMS 
SOUND SLIDEFILMS • SLIDES 



1325 S. WABASH AVE., CHICAGO 5, HA 7-3395 
630 NINTH AVE., NEW YORK 36, PL 7-0900 
(Complete Produclion Focililies ol Both Lccclions) 



49th ai 
Madisol 



Point of reference 

We have been ver\ impressed ov<^ 
the years w ith the excellent ease hi| 
tor\ stories you run on successful 
interesting advertising campaigns. 

With the hope that you maintain 
library service on these programs, wl 
write to see if we could get page anj 
copv references or copies of any in 
teresting promotion stories you ha\l 
run in the last two or three years 
the following products: 

(a) Paint — both outdoor and it 
door. 

I b I Processed Meat Products, th^ 
is. canned meat such as meat spread 
and meat stews, etc.. and canne 
chicken. 

Icl Gasoline. 

Ver\ many thanks indeed for an; 
assistance you may be able to give t| 
us. 

George F. Sayers 
managing direclol 
O'Brien Adv. Lu!\ 
J'ancoiiver, B. C. 

9 Storir» eo^rrinp llir produrl^ mrntioD4 
appeared reeenllv in ihr following i^ar^ 
Bri??s (meal packer). 31 Jan. 1939: FroA 
Morn Meal^. 14 ^lareh. 193<>! Ferris Ram; 
Dee. 1938: VTilson. 8 Am. 19S9: >aliaii 
Broiler Connrll. 10 Oel. 1939: Te»aeo. 19 Jn 
1938: D-v-Sunray. 6 June 1939. 



Figuratively speaking . . . 

1 would like to call >our attention 
an apparent typographical error 
the chart on page 34 of your 26 D 
cember issue show ing the top 50 a 
agencies in 1959. 

In the column headed "Total Ai 
Dollars 1959 " the correct figure in 
Compton should be 43.6. 

In the column headed "Dollars Ii 
T\ Net"' the correct figure for Com' 
ton should be 23.4. 

Frank B. Kemp 
media director 
Compton Adv., Inr 
X. Y. C. 
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SELF O 



RISING 
SALES 



IN 



SAN DIEGO 
KFMB-TV. / 
SENDS MQR|^ 
WAY 




I 



J^RORjUBQME 

J|" HUP ^ 

, THAN 
ANYTHING! 





The Origitkai Station Repreaentatice 



FIVIB©TV SAN DIEGO® ft 





If you want to make sales sing, 
tap the big Spanish-American 
market in Central Arizona over 

. . . the only radio station in Cen- 
tral Arizona that programs ALL 
SPANISH. 

Surveys show that the 95,000 
Spanish-speaking people in this 
market listen almost exclusively to 
"their" all-Spanish station, KIFN. 

It will pay you to sell them — in 
Spanish. 

We translate your sales message to 
Garcia free. Production spots 
available. 



HARUN G. CAKES 
Son Francisco 
Los Angeles 
Son Antonio 



.►iilloc NATIONAL 
t% TIME SALES 
New York Cily 
ond Chicogo 





49TH & MADISON 

^Continued from page 24) 

Order fulfilled 

Each week over 1 .000 men and women 
c<)mj)osing the National Advertising 
Agency Network look to sponsor for 
news. Quite a few of tliese people 
have asked me wliy the Network meet- 
ings are not reported in your publica- 
tion. You see, 1 am the puhlicit}' 
chairman for the Network and am 
supposed to look after such things. 

Therefore, I am giving you the fol- 
lowing information with the hope that 
it may appear as these dates come 
up: 

Eastern Regional Meeting, The 
Warwick Hotel, Philadelphia — 
January 29-30-31, 1960 
Midwestern Regional Meeting, The 
Marott Hotel, Indianapolis — 
February 5-6-7, 1960 
National Conference, Oyster Har- 
bors Club, Osterville, Mass.^ — 
June 19 through 24, 1960 
li I can be of any further help to 
you supplying information or data 
regarding these meetings please let 
me know. 

Scott Robertson 
Robertson, Buckley 
& Gotsch, Inc. Chicago 

• No ».ooncr said than done. SPONSOR calls 
reader Robinson*s attention to the above-men- 
tioned listing in this week's *'Vrap.up" section 
under A'^sociations. 



Confused identity 

With due apologies to Will Shake- 
speare who said "What's in a name," 
and Gerty Stein who said "A rose is 
a rose' . ... I was somewhat amazed 
when 1 picked up your 19 December 
issue to find that you had most 
kindly included a photo of me playing 
one of the great parts of all time — 
Santa Claus. But there for all the 
world to read, was the caption, which 
called me Herb Martin! 

Now I don't know Mr. Martin, and 
I'm sure he's a great guy — but for 
more years than I care to remember 
or admit to here and now — I've very 
hap])ily been known as HERB 
OSCAR ANDERSON. . . . 

Herb Oscar Anderson 

IFMCA 

New York; N. Y. 

• SI'ONSOIi Is at a loss, loo. since llie writer 
i>f tlie CB]iti<tii'. doesn't knoM Mr, lierh ^lartiii. 
But, M c apolouize! 



Mistakes can be costly! This time re- 
member this PROVEN fact! You best 
sell to Negroes with Negro Radio. It's 
true some read papers and magazines and 
some watch TV, but 95% of all Negroes 
listen to radio! Rounsaville Radio pro- 
grams 100% to Negroes with Negro per- 
formers. All six Rounsaville stations are 
Number-One Rated by BOTH Pulse and 
Hooper! Get the facts on the tremendous 
rise in income, increase in population, 
standard of living and best of all — the 
BUYING POWER of the Rounsaville 
Negro Markets . . . $824,219,000 AFTER W 
taxes in the Rounsaville coverage area! 
Experience is the best teacher. Experience 
Rounsaville Radio — one of the oldest and 
largest in Negro Radio! 




Personal Letter 

Don't be misled that Negroes 
will buy anything. Negroes 
are intensely loyal to prod- 
ucts in which they believe. 
One vital fact is that they do 
believe what they hear on 
their own radio. And with believability comes 
sales. So, no matter what your budget for 
these six important markets ... a proper part 
MUST go to Negro radio or you're missing this 
market! Try Rounsaville Radio — you'll see! 

ROBERT W. ROUNSAVILLE, 
Owner • President 



FIRST U. S. NEGR0-PR0GRAIV1IV1ED CHAIN 
FIRST IN RATING IN SIX BIG MARKETS 

WCIN 1,000 Watts (5,000 Watts soon)-Cin- 

cinnati's only all Negro-Programmed StationI 

WLOU 5,000 Watts — Louisville's only all 

Negro-Programmed Station! 

WMBM 5,000 Watts— Miami-Miami Beach's 

only full time Negro-Programmed Station! 

WVOL 5,000 Watts — Nashville's only all 

Negro-Programmed Station! 

WYLD 1,000 Watts— New Orleans' only full 

time Negro-Programmed StationI 

WTMP 5,000 Watts— Tampa-St. Petersburg's 

only all Negro-Programmed StationI 

BUY ONE OR ALL WITH GROUP DISCOUNTS! 



ROUNSAVILLE 

RADIO STATIONS 

PEACHTREE AT MATHIESON. ATLANTA 5, GEORGIA 



ROBERT W. ROUNSAVILLE 

Owner-President 

JOHN E. PEARSON CO. 

Nat'l Res. 



HAROLO F. WALKER 
V.P. 1 Nat l Sales Mgr. 
OORACLAYTON 

Southeastern Rep. 
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COVERING PHOENIX AND 
AU OF CENTRAL ARIZONA 



New Nielsen Proves 

ETV's Leadership in Omaha! 
FIRST in Prime Time 

6 - 9 P.M. 37% Share 9 - Mid. 38% Share 



FIRST in Network Shows 



6 of Top 10 on KETV 



FIRST in Movies 



Movie Masterpiece 9 :40 - 11:15 P.M., 6-night average rating 22.7 



FIRST in News 



>MfT 



7-night average rating 26.1 



1 

FIRST in play-by-play Sports 



*4 • ^ i 



Local Jive Bowling 24.4 rating 

Local live Wrestling 22.0 rating 



K 



Buy the leader in Omaha! 




V 



7 



Call I ■ U ki i20iv! 



)en H. Cowdery, President Eugene S. Thomas, V. P. and Gen. Mgr. 
iOURCE: Nov. 1959. Omaha Nielsen Station Index 



OMAHA WORLD-HERALD STATION 
ABC TELEVISION NETWORK 
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632. 070 TV 
ESTABLISH 
AS FIRST T 
IN ENTIRE 



HOMES 

CHARLOTTE-WBTV 
V MARKET 
SOUTHEAST 




BUT— EVEN MORE IMPORTANT TO YOU IS 
WHAT'S HAPPENING INSIDE THESE HOMES 

In the WBTV 71-county coverage area, families are feasting on more 
food annually than the city of Detroit; Moms are doctoring families 
with more drugs than would be used by nine New Havens: the entire 
flock of families is spending 68% of its effective busing income at 
retail — almost 3 billion dollars. There are twenty-six stales that don't 
sell this much. 

Compare Southeastern TV markets — you'll rank WBTV first in the 
Southeast and first in your advertising plans. 



COMPARE THESE SOUTHEAST MARKETS! 



WBTV-Charlotte 


632,070 


Atlanta 


579.090 


lCj sv e 


509,480 




587.800 


••• 


453,240 


C a 0 e Stat on "B" 


442,690 




434,800 


New 0 e s 


380.020 


Nashvil e 


366.560 


Norfo ' or; ~\o tl" 


337.580 


Richmond 


311.680 




FIRST. BIGGEST STEP 



TO TV COVERAGE 



IN THE 



SOUTHEAST 
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Photo credit: A.. C- yieUen Co. 



s numbers research on the run? 



^ In 1960 you'll see a marked move away from rat- 
igs toward depth and qualitative research at all levels 

^ It won't replace quantitative data, but new trend 
!> deeper surveys will complement the box-car statistics 



ith government turning the spot- 
(ht of query on the hroadcast I'ndus- 
t' about its ratings systems, and the 
[ibHc clamoring for the return of 
lows or personahties who didn't 
"ay out" for the sponsor; with a 
psting barrage from columnists de- 
jying the "top 10" practice, and ad- 
irtisers, themselves, wondering if 
jey ve been snared in a numbers 
ap. the "ratings madness" is getting 

-^ONSOR • 9 JANUARY 1960 



to be more and more ps) chopathic. 

Is the madness in the ratings — or 
in the way they are used? 

Are systems of rating programs 
locall) and nationally inept or super- 
ficial? And, if they are, what can be 
done to replace them? 

Who really wants ratings and sta- 
tistics, and what kind do they want? 

These are the questions SPONSOR 
posed this past week to researchers. 



both independent and those eniplo)ed 
by agency or client organizations; to 
station representatives and network 
executives; to agenc) brass and ad- 
vertisers. Their answers indicate that 
on the specifics of ratings — their use, 
how- to ascertain them, how to apply 
them — there is a wide range of dis- 
agreement. But on the basic premise 
of the need for ratings there is almost 
universal agreement. 

Here's what these research-oriented 
professionals think: 

Ratings- as such, are not "on the 
w ay out" — and never will he. But the 
so-called quantitative rating — the 
gross audience or the big box-car fig- 
ures of circulation reach — will be 
modified, not replaced. These over- 
all raw figures will he modified in- 

29 



(•rca-iiii;l\ with (]ualitati\f iiifonna- 
tion and with aiiiil\.-is of the ratings, 
•io coiK lii^ioii-; cniiforiu to the iiiarket- 
iiij; need.-, of nj:encie.« and their client?. 

Thi-; haiul-in-hand coo]3eration of 
<iuantitati\ e and (]ua)itati\e broad- 
ra,-t research is nothing new, of 
roursc. Hut the (]ualitati\e efTort 
lieretofore lias been the smaller hand 
in the relationship. 

The ex])erts. (|ueried 1)\ Sl'ONSOlj. 
see this ])attern emerging: Continued 
strong eni])hasis on (]uantitati\ e re- 
search hy the syndicators — the re- 
search organizations who ])ro\'ide the 
same ser\ ice and the same statistical 
matter to all subscribers — joined in 



mo\e to inter|jret, aiiaKze. relate and 
re-direct toward marketing ]3atterns 
the raw program rating. In 1960. the 
trend will move into high gear. 

For example, ex])erienced research- 
ers for years ba\e broken down raw 
statistics about jjrogram audiences to 
re\eal such patterns as costs-per- 
1,000, the cumulative audience, the 
minute-b) -minute audience, audience 
flow, audience by market sections, age 
of housewife, family size and age of 
the head of the household. 

B) definition, figures are quantita- 
ti\e. But these figures can lead to 
qualitative conclusions. The Gillette 
fights, for example, rank 122 among 



til 



the choice \ie\\ers ha\e made ainoi 
the ]3rograms available." 

He is sur]3rised that there has ni 
been ]3roduced "some technique ■ 
metbodolog) for a continuing a 
praisal of audience appreciation — c 
index to pro\'ide an interpretive ( 
mension to sheer nose counting. ^'^ 
need to de\elop a qualitative qu 
tient or an appreciation index ai 
couple it with audience circulatif 
figures in the continuous evaluatic 
of our schedule." 

The research service which seei 
to meet these stipulations of Dr. Sta 
ton is a young pioneer in the area 
qualitative research, known as T\-Q 



WHO'S ORIGINATING THE DEEPER QUALITATIVE RESEARCH {, 





I 



MEDIA is originating more research than ever before, as with CBS' 
recent More Than Meefi fhe Eye depth study. Typical CBS tv media 
plans group: (l-r), R. Schneider, W. T, Dawson, W. Stein, R. Davis 



INDEPENDENT RESEARCH organizations do both continuing 
special surveys on order. Among them: (I to r), Albert SIndling 
that company; Bob Morris, Broadcast Adv. Reports; Henry Br 



I)erlia]3s equal strength by the special- 
ized researchers who conduct special 
[irojects on order. Tliey see too, how- 
e\cr, a need for the s\ndicators to 
iii<>\e into the area of sjiecial qualita- 
ti\c research if they are to maintain 
their jiositions. 

The biggest syndicator, the A. C. 
iSieben Co.. ado])ts the theory that if 
you collect enough quantitati\e data 
\r<i] end up with qualitati\e research. 
)i<; -efmingly enigmatic summary 
'ii oi I- the ]3attern of inedia re- 
I iur the jiast decade. Ten years 
a- I'lP broadcast industry had 
iiollii . i,,it raw rating-. Since then, 
ho\\.^\,r. there's been a jjrogressive 



national t\ network audience circu- 
lation. But in terms of reaching men 
— prime market target for Gillette 
products — the program series is No. S. 

There are still more intangible fac- 
tors in research which need to be 
measured, and this is the direction 
in which ratings figures are now mov- 
ing. Most experienced and forward- 
thinking professionals in the field 
ha\e been calling for this type of 
depth or analytical material for years. 

One of the most recent proponents 
to outline the need is Dr. Frank Stan- 
ton. CBS ]3resident. who contends 
"ratings, projierly taken, ser\e a use- 
ful i)ur])ose. But, at best, they reveal 



Port Washington. Long Island, fi 
beaded by Henry Brenner. 

TvQ, he explains, measures the 
peal of a t\' show and measures t 
in terms of indi\'iduals and th 
0]3inions about programs. Memb' 
of his Home Testing Institute pa' 
note their program preferences qUi 
tatively which, in turn, are synt' 
sized into the Q rating. 

The Q factor is determined by 
\'iding "familiarity" (the portion 
people knowing about the show) ii 
the share who say it's their fa\'ori 
On the basis of the Q factor, ^ 
Brenner says he can project the si 
cess or failure of programs. 

This kind of analvsis has "one 



.30 
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long time, although less formally 
d more by hunch than by statistics, 
iny an advertiser realizes he uiay 
;1 a lot more of his product to the 
ecial audience of a limited-appeal 
ow than he would to a mass-appeal 
dieiice. But television, by its na- 
-e. is a mass-appeal medium and its 
'ents therefore are selling to mass 
['•'diences. 

' 'The stress on program ratings is 
'eater in the selection of spot 
'an in the sponsorship of program- 
g. Ratings stand out in somewhat 
eater isolation when the period of 
ne being studied by a buyer is be- 
leen shows rather than in one. The 
(ting is relied on as a yardstick, but 
j spot announcement selection that 
irdstick seems to be larger than in 
.e purchase of a program. 
•This pattern points up the increas- 
g trend for qualitative program se- 
tion. Robert Foreman, executive 
•e president of BBDO. noted this 
ed in discussing the fact that "spon- 
identification is at a low ebb." 
lis association is not important for 
spot advertiser, of course. But a 
ogram sponsor is using a consid- 
Jible portion of his show budget to 
ly identification. 

That's why a BBDO client, the B. 
Goodrich Co., typifies the progres- 
e approach of buying so-called 

inited-appeal programing with less 
an massive ratings. The Fred 
iendly Biography oj a Missile and 
tpulalion Explosion series, half- 
jonsored by the tire concern, "had 
I comparatively low rating," says 
|r. Foreman. "Each was No. 3 to 
■e other two networks in its time 
|)t, yet each has already done great 
|ings for our client. We traded a lot 
i" people for this atmosphere, but be- 
ve me it was worth it!" 
fie concludes: "We have counted 
ses long enough. Qualitative in- 
stigations must be broadened, made 
3re readily available, improved, 
id once we do this, we can dem- 
strate to the satisfaction of any 
mmittee that the aims of business 
d good television are compatible 
ther than incompatible!" 
He also charges agencies with the 
ik of "doing more and far better 
search." 

And this is another crucial prob- 
n in the area of broadcast research. 
(Please turn to page 68) 
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SOME EXAMPLES OF THE NEW 
MORE QUALITATIVE FINDINGS 



NEW DYNA-FOTO CHRON invented by Dr. 
Charles Allen (see adjacent story) is me- 
chanical device with camera and lens 
which photographs tv viewers as well as 
what they see. Dr. Allen told members of 
Washington chapter of American Market- 



ing Assn. last week that some new quali- 
tative viewing patterns are emerging. 
These, however, are "personal beliefs 
based on research" rather than final proof 
— "Indications" which he plans to docu- 
ment in further testing of new device 



1 



VERY FEW tv sets are turned on in the morning and left on 
as radio used to be. And vieiving patterns are very definite. 



2 



TV VIEWING has become a highly selective process. There % 
is virtually no "turning the dial to see wliaCs on." g 



3 



THE PRE-SCHOOL child is the only member oj the family m 
who still finds tv a magic lantern that fascinates eternally. m 



THE PRE-SCHOOL child in homes where there are preschool g 
children is the chief audience — the only audience much of time. % 



5 



HIGH SCHOOL boys and girls see relatively little tv and col- 
lege men and women see almost no tv at all. 



6 



THE HOUSEWIFE is the only adult audience for a great ma- 
jority of tv programs, including the World Series, ivesterns. 



7 



FOR SIGNIFICAIST amount of time— from 5% to 29%— the 
tv set is on but no one is watching. 



8 



THE STATION ivith the best picture reception is almost cer- g 
tain to be tuned in most of the time. | 



9 



EVERY CONCEIVABLE kind of activity goes on in front of | 
the tv sets. Eating and drinking are the two most common. | 



10 



BECAUSE so many other activities are engaged in, we are m 
developing a nation of "ear filters"- — who respond to tv sounds. S 



.III. 'ill 



iiiiiniiiiiiiiiiiiiiiii 



J. 



Mm 



1' 
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DIARIES OF 
TIMEBUYERS 



^ ll<*r<'*> how five tiiiiehuyers in five ajieiicies spent a 
l)|»i(-al (lay \vorkinjj out problems for a variety of clients 



^.E. Home Cooling and Heating 
vith a.e. Al Lowe, client Bob Ses- 
ero. Discuss markets and costs. 
30 a.m. Back to desk. Loaded 
vith memos: "Client in at 3 p.m. 
o discuss Kovacs pre-emption, 
•"lease be available. Bob D." "Need 
111 recommendations b)' 3 p.m. 
\1 T." "Can we get together at 
ibout 3 p.m.? Need New York 
ecommendation by 9 a.m. tomor- 
ow. John K." "Your wife called. 

her at her mother's at about 
) p.m." "Vince, where's my map 
n two colors? Bill C." 
35 a.m. Get out coverage map 
'irst. needed for 3 p.m. client meet- 
ng. Take to Bill Campbell, Dutch 
\Iasters assistant account man. 
,5 p.m. After light lunch fcur- 
'ently on a diet), dictate memos 
■jmswering yesterday's requests for 
.nformation. KLM Royal Dutch 
|\irlines: "We have evaluated the 
!)ffering and find that . . ." Cam- 
|)ana Ayds: "Following are the 
jiudience figures requested for the 
|\rthur Godfrey radio network 
j)rogram. . ." 

|'5 p.m. Back to Tuborg fm buy. 
I^roblems: how to match results of 
Chicago WFMT test in markets 
'I'lnder consideration. What is ac- 
ual fm usage vs. set penetration 
n these markets? Degree of ac- 
]eptance of fm? What are avail- 



abilities? Media supervisor Marv 

Richfield lends a hand. 
2:45 p.m. All set for 3 jj.in. Dutch 

Masters client meeting? 
2:50 p.m. Al Tilt, Tuborg account 

supervisor, is in doorway. "Hold 

on, Al, till we wrap up Dallas." 

2:55 p.m. Turn completed fm infor- 
mation over to Al. Head for Dutch 
Masters meeting. 

3 p.m. Sit down in conference room 
with Bob David, Marv Richfield, 
a.e. iMilt Campbell and Dutch 
Masters ad manager Jack Sperzel. 
David: "We've protested to the net- 
work about that pre-emption last 
night without prior notice. . ." 
Long session involves discussion of 
network show problems in general. 
To do: pre|3are memo for future 
meeting, recommending how to 
handle these problems. 

4:55 p.m. Back in office. Uncom- 
pleted busines!-: 3 p.m. phone call 
to wife. John Keavey in doorwa\ . 
"About KLM. Vince. 1 couldn't 
find you at 3 . . ." "Let's huddle, 
now. John." 

Lucy Kerwin, Kenyon & Eckhardt, 
New York 

The role of the timebuyer as a 
"bridge" between departments in an 
agency is a growing one. Here's how 
Lucy uses her knowledge of market- 



ing, product and copy problems in a 
t) pical day : 

9:30 a.m. Opei> mail. Wendell 
Phillips, a.e. on Nabisco Special 
Products, wants to know stations 
cleared for 9 Feb'ruar) West,- 
minster Dog Show '"^originating 
WPIX, New York. (Better check 
Bill Vernon at Blair on WNHC, 
New Haven. He'll call back. Check 
on Washington and Providence, 
too.) Note from Bill Winterble of 
Katz. Heard Quaker State plans 
early a.m. spot radio camjiaign, 
wonders which stations he re|)re- 
sents are included. 

10 a.m. Jerry Mulderrig fVenard. 
Rintoul, ]\IcConnell) comes in with 
Richard Lewin of KTRE-TV, Luf- 
kin, Texas. Coffee wagon arrives 
at same time. Over coffee and Dan- 
ish discuss Lewin's market with 
reference to schedule for Rice and 
Wheat Honeys on Houdy Doody. 

10:05 a.m. Call from Chuck Daniels 
of research. What markets have we 
recommended to Mead-Johnson for 
spot tv on Pablum? What type 
schedules and what contract 
lengths? Will call back later. 

10:07 a.m. Call from Leo Brae, NBC 
TV clearance. One of markets 
Nabisco ordered for Price Is Right 
currently unavailable, has notified 
network they'll clear next month. 

10:12 a.m. Call from Bob Pasch, 



RM JACKMAN, Campbell-Ewald In De+roH, clears up LUCY KERWIN, Kenyon & Eckhardt, plans new campaign for Capital Airlines with 
S^jlems of overlapping of network shows by revising (I to r) space buyer Martin Prager, a.e. Jeffrey Greene, media supervisor Desmond 
dule of outlets with John Logan (r), CBS Tv Spot Sales O'Neill. Copy theme varies from market to market, making it long, painstaking job 





DICK GERSHON, Benton & Bowles, at far right, maps out campaign for new Post cereal 
with (I to r) account supervisor Quentin McDonald, account executive Bob Diserens, assistant 
media director Tom Mahon. Post Cereals group outlines I960 media plans for entire line 



copy veep and supervisor on Mead- 
Johnson. \^ hat's length of Pablum 
tv spots? 20's and minutes. Why 
more 20 seconds? Call him back. 
10:15 a.m. Bid Jerry and Mr. Levin 
goodbye, apologizing for constant 
interruptions. Call from Bill Ver- 
non at Blair: WHNC o.k. for West- 
minster Show but can't take all of 
9 to 11:30 p.m. program. Will 
join late. Call Chuck Daniels in 
research with word on Mead-John- 
son spot campaign. Call Bob 
Pasch. explain minutes are few and 
far between in kind of schedule 
we're buying for Pabluni. Agree 
that copy theme is harder to sell in 
20 seconds, but that's life. Suggest 
we have plenty of spots for both 
lengths. 

10:-U) a.m. Try to get back to mail. 
Kath\ reminds me — 10:45 meeting 
to update Capital's plan for Jan- 
uary through April 19C0. Rustle 
up all notes taken at yesterda\'s 
meeting vith Bob \^'est. airlines ad 
director. 

10:45 a.m. Conference room ^^ith Des 

0 \eill. media super\"isor: Martin 
Pragcr. space bu)er and Jeffrey 
Greene, associate account exec on 
Capital. Go o\er complete tv, radio 
and newspaper schedule, market by 
market. Copy theme is different 
for each market so this is long, 
careful, painstaking job. Each sta- 
tion, each newspaper, price checked. 

1 >' ation checked. copy theme 
if-ked. Position. Time spots. 

I' before ejes. 

r .71, Ten minutes late for 
late with Tom Delane^ . 

■ C \. 
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2 p.m. Capital meeting resumes. Goes 
straight through till 3. 

.3 p.m. To screening room for presen- 
tation by Dick Golden, CBS on ra- 
dio network's revision of program- 
ing to catch and hold audiences. 

3:45 p.m. Call from Marilyn Bender 
of tv traffic to verify commercial 
time Nabisco will be entitled to for 
each station on which Big Mac 
program is being cleared. Jack 
Caplan of research pops in to say 
he's completed the analysis on 
Milk-Bone that Dick Trea, media 
supen-isor on Xabisco. has re- 
quested. Wants to check it before 
final typing. Sure thing, tomorrow. 

4 p.m. Time to see Stacey Serafin. 
estimator on Xabisco. Comes in 
with news she's now Mrs. Will 
Krause. Congratulations! And 
time out to admire sparkling rings. 
Hard to settle down to business, 
but finally make it. In comes 
Bessie Rossomando, estimator on 
Capital, worrying about clearances. 

hat space and tiniebuyers would 
do without estimators awful to 
contemplate! 
4:30 p.m. Stick nose outside office as 
boss Joe Braun comes down the 
aisle. Says he had a grand vaca- 
tion and hereafter will alwa\ s take 
one during holidays. Des calls to 
ask if I can get in at 9 tomorrow 
for earh Capital schedule meeting. 

5 p.m. Lou Ergmann of \BC TV 
calls to say management is now 
having series of meetings on new 
network rate card. He'll let us 
know whether or not it will affect 
our Xabisco costs as soon as rate 

{Please lurn to page 50) 



Koehlei^ 

^ Rejiional hrewery iieedei 
same frequency and iinpac * 
oil tv that it got from radi» 

^ So it turned to 2-secon» 
tv time signals modeled afte: 
successful 10-second tac 



^^an two-second spots sell a proc 
uct on television? This was the qu« 
tion a regional brewer asked its 
two and a half years ago. 

Traditionally, Erie BreAving's tv ac 
vertising had run to programs. Tv] 
records reveal it had pioneered th ' 
use of tele\ ision in Erie when it pr 
its Koehler Beer on a schedule C " 
WICU-r\^ newscasts back in 194! 
when that station first went on th 
air. Wrestling, syndication and bow 
ing shows had followed as Koehle 
expanded its tv advertising to oth 
markets in Pennsylvania. Ohio. Wi 
Virginia and Xew York. Then, 
competition tightened. Erie felt t 
need for more frequencv. 

Short, frequent impressions wou 
be like a constant change of line 
for its growing list of copy point 
And -what it needed was the san: 
flexibility it was getting from its ri 
dio advertisins. 

At the time Erie was averagiil 
1.000 60-second spots per year on . 
radio stations in 20 markets — usi 
15 different jingles on 50 seconc 
with a 10-second live tag that croppa 
up in endless variations. They aire 
from 7 a.m. to 6 p.m. Could the sai i 
trip hammer frequency be applied t 
Koehler's tv advertising? 

If so. it would not onlv solve t'ri 
problem of making multiple cop 
points stand out. but would form 
tighter link between its radio and 
advertising ( backbone of a vearlv a 
budget which, bv SPONSOR estimat 
runs to around S425.0001. 

M. John ^ ount. president of You! 
Co.. Erie advertising firm, thought 
could be done by tagging time s; 
nals on television with a terse t\\ 
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scores with two-second tv spots 



icond reminder similar to the 10- 
icond tags to the radio jingles. But 
Jiere were many kinks to be ironed 
ut before the switch could be made. 

Chief problem was product pro- 
'ction. For impact. Koehler needed 
3petition at short intervals — ideally 
lery half hour during Class A time 
■7-10:30 p.m.) throughout the week, 
n light of 30-minute product protec- 
-on policies, this would virtually ex- 
lude other beer advertisers from 
iglittiine schedules on stations run- 
ning the Koehler spots. 
^ A compromise was worked out 
'ith the stations guaranteeing Koehler 
ot more than 35, nor less than 20 
Class A spots, per week, run in con- 

.ecutive half hours on as manv full 
i ^ ^ • 

|Vening schedules as possible. The 
gency says that all stations usually 
nanage to come closer to the 35-spot 
chedule than the 20. 
^ To maintain this frequency called 
^or weekend spots when schedules 
an short during the week. In all 
•ases. the rule of consecutive half 
\ovtrs applied. Quarter-hour signals 
re used as necessary to maintain a 
equence of spots on a tight evening. 
Tiese quarter-hour signals require 
lifferent slides from the usual ones 
vhich contain a clock with mo^'able 
lands (see cut"l. The quarter-hour 
lides carry copy with no clock. 

Koehler also experimented with the 
jlegree of repetition needed to make 
I particular copy point register. It 
\"as found that the same two-second 
eminder could be repeated through- 
)ut the entire week without losing 
he audience. 

As to the effect of specific promo- 
ious I ale, 16-ounce bottles, etc.) this 
r'ould be checked with dealers and 
listributors. Koehler learned earlv 
;n its experiment that the two-second 
length used throughout the entire 
veek had a measurable effect on sales, 
i Currently, there are 20 time sig- 
lal tags forming the basic copy 
•tore. At the rate of one per week, 
ihis means everv point is repeated 
ibout three times a vear on each sta- 
ion fWICU-TV, WSEE-TV in Erie: 
>VJAC-TV. JohnstoNvn. Pa.; WSTV- 
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TV, Steubenville. Ohio: WKBX-TV, 
Youngstown. Ohio) . 

A typical announcement goes like 
this: '"9 p.m.. Like beer? You'll love 
Koehler Beer." The stable of tv 
weather tags is designed to cover 
every copy point Koehler might want 
to make during the year. Examples: 

• Quality. One tag makes the gen- 
eral point. "Taste and flavor exactly 
right." Another states specifically: 
"Electronics makes the difference in 
Koehler Beer." (]\ote copy should 
not exceed seven words for this type 
of announcement.) 

• Industry good will. "Koehler 
salutes National Tavern Month" was 
a good, week-long way of making the 
trade in Koehler's chief marketing 
areas aware of the company's support. 

• Pinpointing audiences. "Bowl- 
ers prefer Koehler's select beer" 
aimed at males, also linked the tv 
spots to Koehler's sports shows in 
three of its radio markets. 

• Local image problems. About 18 
months ago, Erie Brewing decided it 
was time to scotch an unfounded ru- 
mor that somewhere along the line 
non-union hands were getting into the 
brewing of Koehler, a damaging as- 



sertion in the country's strongest pro- 
union area. Solution: "Koehler Beer 
is lOO^f union-made," a time signal 
tag that turns up every three months 
— about the only departure, inciden- 
tally, from the usual four-month fre- 
quency pattern. 

• General image building. Spe- 
cific problem solving one week, gives 
way to staunch reminders the next, 
as in "For over 100 years, first choice 
— Koehler Beer." 

• Special promotions. For 16- 
ounce cans, one tag has a party flavor: 
"When you entertain, try Koehler 
16's." The other is keyed to price: 
"It's true, Koehler 16's save you 
money." 

• Year-round promotions : Last 
year, Koehler decided to tie its ad- 
vertising to selection of a "Miss 
Koehler of 1939." Point-of-sale pieces 
with an artist's conception of 12 girls, 
each representing a month of the year, 
were displayed in taverns and stores. 
Tabs were provided on each display 
piece for the customer to mark his 
vote. Each month. Koehler's bill- 
board advertising (24 sheets"! sport- 
ed a different girl, representing the 

i Please turn to page 52) 



ROUND-THE-CLOCK repefifion for copy points ranging from quality to union label is 
provided by 2-second tv time signals, 7-10:30 p.m.; lO-second tags to radio jingles, 7 a.m. -6 p.m. 




THE CASE 
OF THE 
PURLOINED 
PUPPET 



SUGGESTED costume for the 
WBT cartoon character when he Is 
next used by Honolulu's K-POl 





^ How the cartoon character advertising a Charlotte, 
N. C, station turned up in a Honoluhi newspaper ad 

^ Mystery solved, WBT suggests how little guy might 
he heller dressed for Hawaii — or even for Alaska use 



SHOULD an Alaskan 
ildiion choose to use the same little 
guy, here's another get-up 



If PZrle Stanley Gardner Avere writ- 
ing it, the story might begin: 

Delia Street opened the door to 
Perry Mason's private office. "Can 
you crowd in another client, Chief? ' 

"I j she's lon^-linibed and hi^h- 
bosomed, yes," said Mason. 

"It's not a she; it's a he — a sqitM- 
little jellow carrying a mike. He 
wears a press card in liis hal, a pencil 
behind his ear, and a worried look on 
his face. Claims he's from Charlotte, 
X. C, hut fouud himself — suddenly 



and mysteriously — in Honolulu. 

Mason froivned. "Show him in, 
Delia, and bring your notebook." 
Here are the facts in tlie case: 
In the 22 August issue of SPONSOR, 
there appeared an advertisement for 
WBT, the Jefferson Standard Broad- 
casting Co. station in Charlotte, N. C, 
It featured a long-faced, long-nosed 
newshawk, cartoon creation of an art 
ist named Smith. To symbolize the 
"hot" quality of WBT news broad 
casts, the little fellow's left arm was 
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larred and smoking, ostensibly from 
iving a box of matches flare up in 
s fist. 

Less than a month later — on 14 
jptember, to be exact — the same lit- 
t cartoon character turned up in an 
l\ertisement in the Honolulu Adver- 
ser, leading daily newspaper (now 
I its 104tb year) of our 50th state — 
■awaii. The ad was for Honolulu ra- 
io station K-POI, named for a iia- 
onai dish but touted as "The Ha- 
aiian word for radio." 

It seems there had been a spectacu- 
ir fire at Van's Furniture Store in 
[onolulu, and a K-POI news crew on 
le scene had scooped all competi- 
on. 

To the promotion staff of K-POI, 
le little WBT newshawk in the SPON- 
OR ad seemed ideally suited to illus- 
'•ate the Hawaiian station's coverage 
f a fire — especially since the WBT 
jliaracter already had one arm badly 
porched. So they instantly adopted 
im for their own advertisement. 
Instead of being upset at sharing 
s cartoon character, WBT was flat- 
;red. Said J. Robert Covington, 
t^BT vice president in charge of pro- 
jiotion and research, "Not only were 
•e delighted at K-POI's acceptance 
f our same taste in cartoon art, but 
"e regard it as our own way of wel- 
loming the Aloha State to the Union. 

"We would also be glad here at 
VBT to make the little chap available 
3 some station in our 49th State — 
Alaska. The only thing that has been 
worrying us: Is the little guy suitably 
lothed for the climates of Hawaii or 
Alaska?" 

Taking a cue from this, Cartoon- 
5t Smith was engaged to do two more 
Jrawings of the character — in cos- 
iimes more in keeping with the two 
lewest states. What he came up with 
re shown on the facing page: a 
;rass-skirted, on-the-beach type for 
ise by K-POI : a be-furred, thermom- 



eter-toting sourdough for an Alaskan 
station. 

Incidentally. K-POI has been hit- 
ting a lot more than the advertising 
columns of the Honolulu Advertiser. 
For more than a week last mouth, it 
got daily front page headlines as Tom 
Rounds, K-POT's news director set a 
new world's record for sleeplessness. 

On 9 December, the Advertiser s 
front page bannerline — in blue ink — 
proclaimed. "Rounds Sleeps; He's 
Champ." At that point be had stayed 
awake for 203 hours, 44 minutes and 
40 seconds, beating by more than 



two and a half hours the ))revi()us 
"no-doze" record set by disk jockey 
Peter Tripp of WMGAl, New York. 

The endurance feat by Rounds was 
done not only as station promotion, 
l)ut to increase store traffic in Hono- 
lulu's Wigwam Department Store, 
was called, in fact — "Wigwam Wake- 
athon." Surprising was the front page 
coverage by two Honolulu dailies, 
since each of them has a radio sta- 
tion affiliate of its own. 

The stunt plus the affair of the 
stateside eartoon shows no one need 
worry about the Aloha State. ^ 



IDENTICAL TWINS— 5,000 MILES APART 

AD-HOPPER: From the sponsor ad {left) inserted by WBT, Char- 
lotte, N. C, the same sad- faced little character hopped clean across 
the Pacific to Haivaii, turned up in K-POI ad in Honolulu Advertiser 
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THEY DON'T RUN AWAY FROM T 



^ The five iiiillion tourists who will spend $625 mil- 
lion in South Florida this year are heavy tv viewers 

^ Contrary to what some helieve, sun worshippers 
don't desert the television screens, new survey shows 



I Ills \ear. al)out five million vaca- 
tioner? will descend on South Florida 
and leave in their wake an estimated 
S025 million. N^liat is of special sig- 
nificance in these statistics to adver- 
tiyers and agencies is that nine out of 



10 of these sun-followers have a place 
to watch television. 

This market — a mobile, transient 
one — has been in motion for a long 
time. Research, for the most part, 
has passed it by. As a market with 



SUN-FOLLOWERS FOLLOW TELEVISION 





"SUN, SURF, SALES" Is fifle of WTVJ re- 
porf that demonsfrafes efficiency of fv adver- 
tising on vacafioners In Florida's "Gold 
Coasf." While wafer skis dry, fhe recenf rid- 
ers relax with fv In hotel or motel rooms. 
Below: tourists watch tv In motel recreation 
room. Above: In such [vtlaml Beach hotels, tv 
in every room Is practically a "must" today 




roots that hold fast for 48-50 weeks 
of a year, tourists have been nieasu 
and studied on their home grouiv 
But once the gypsy strain she 
through and the pleasure caravan 
gins to roll, they acquire new oh 
acteristics, new motivations. 

i\ow' a study of tourist charact 
istics in relation to advertising I 
been made in Southern Florida, 
section often referred to as the "G 
Coast" which stretches from Pa 
Beach down through Miami to 
Keys. 

Television station WTVJ, ]Mia 
commissioned two research organi 
tions to conduct a pair of studies l\ 
have emerged in a final report presi 
tation which WTVJ calls "Sun, S 
and Sales." 

One was conducted by ARB S 
veys, Inc., an affiliate of Americ 
Research Bureau. Its purpose: to 
termine general characteristics of ti 
South Florida tourist and the level 
his exposure to tv. The second stu 
was by Dr. Reinhold Wolfe, direct 
of the Bureau of Economic and Bir^ 
ness Research at the University 
!Miami. Dr. Wolfe's project: to stu 
the penetration of tv viewing fac 
ties among tourists-only, how ma 
sets and where they were locat 
Both surveys were conducted 1; 
spring. ARB conducted 1.406 p 
sonal interviews. The tourist-only 
count by Dr. Wolfe's bureau resul' 
from polling 659r of all motel a 
hotel facilities in the area. 

Here are findings from the WT^ 
commissioned studies: 
The area: The South Florida area 
eludes such vacation spots as W 
Palm Beach. Ft. Lauderdale. Delr. 
Hollywood, Homestead. Key W 
and. of course, the twin giants — > 
ami and ^liami Beach. Here live soi' 
1.7 million permanent residents, al 
the\ are currently being joined 
about 60.000 new families per yr 
who come to reside. 
The natives: Contrary to popul 
opinion, the permanent population 
South Florida is made up of relati\| 
ly younger people. The "over-6 
age bracket is substantially low 
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than the national average. Majority 
of the newcomers are young niarrieds 
who have not yet completed their 
families. School enrollment has dou- 
bled in the last 10 years. 
The vacationers: An estimated five 
'^million vacationers will visit South 
Florida during 1960. The combina- 
tion of these visitors and the perma- 
nent population produces on an aver- 
age single day a total population 
greater than that of Washington, D.C. 
(1,980,000 vs. 1,950,500). 

About 65% of these tourists will 
come from the Middle Atlantic states 
!and from the East North Central re- 
gions (New York, Ne^v' Jersey, Penn- 
S)h-ania. Wisconsin, Michigan, Illi- 
'nois, Indiana and Ohio). The next 
largest group 1 11*^) comes from 
New England. Only about 1% come 
from the West Coast. 
• How they come: 48% of the tourists 
come in their family cars, 30% ar- 
rive via airlines, 20% take a train, 
land 2% come by bus. These differ- 
ent transportation modes appear to 
ihave some relation to where the tour- 
ists stay when they arrive in South 
Florida. Tourists arriving by airlines 
usually stay in large hotels; only 15% 
staj in motels. But with tourists who 
|conie by auto, about 50% stay in 
j motels, only about 10% in hotels. 
I jMost of those who arrive via train or 
'bus stav with friends or relatives. Be- 
.tween 10% and 20% of the train-bus 
I travelers stay in motels. 

Many of the tourists, regardless of 
how they arrive, rent apartments — es- 
.jljpecially if their stay will be fairly 
long. (30% rent apartments.) 

As of July, there were 2.142 mo- 
^Uels and hotels of all sizes within the 
i"Gold Coast" area; 1.105 of these 
are within the Miami-Miami Beach 
area. In addition, there are, in the 
"Gold Coast," an estimated 43.030 
apartments that are normally occu- 
ll pied by tourists only. 
Tv set count: Both surveys commis- 
sioned by WTVJ came up with esti- 
mates of total television sets ^^■ith^n 
this South Florida area that are avail- 
able only to tourists. Dr. Wolfe's U. 
pjftof Miami Bureau estimated 65,707 



' tourist-only tv sets, while the ARB 



WTVJ, for its presentation, has 
picked a figure between the two esti- 
mates. They give 66,500 receivers as 
the tourist-only tv set count. 

Among permanent residents in this 
South Florida area, the 1 January 
1960 tv home count is estimated at 
462,100, according to A. C. Nielsen 
Co., updated from its NCS#3. The 
tourist-only set count ])lus the perma- 
nent resident tv homes makes a total 
of 528,600 as a new base in evaluat- 
ing this section's media. 
Where sets located: More than one 
out of three (36.5%) of all "Gold 
Coast" hotels and motels have tv sets 
permanently installed in their rooms. 
Such installations account for 59% 
of the total 66.500 tourist-only tv sets. 



Tv circulation: Of the five million 
vacationers who will hit South Flor- 
ida nine out of 10 will have access 
to tv viewing. 

Of still more significance is the fact 
that, according to the WTVJ surveys, 
two out of three (66%) will watch 
tv. Tliey will do their viewing mainly 
in their own room or quarters, with 
motel or lobby or recreation room 
representing the second principle 
viewing point (47% in own rooms; 
409? in lobbies or recreation rooms). 
Only a small percentage ^^■ill watch t^ 
in bars or restaurants or at homes of 
friends. 

Tv viewing characteristics: Women 
tourists do slightly more view ing than 
{Please turn to page 69) 
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FOR THE ADVERTISER: SOME NEW 
POINTS ON TOURISTS AND TV 



1 



ABOUT 66,500 tv sets are available to tourists alone in 
South Florida. Added to permanent residence tv home set 
count of 462,100, this makes the total for area — 528,600. 



2 



ONE OUT of three South Florida hotels and motels have tv 
sets permanently installed in rooms. Only 2.4% of all tourist- 
only sets are in hotel-motel lobbies, bars or recreation rooms. 



3 



TOURIST-ONLY apartments (of which the "Gold Coast" 
area has some 43,000) represent 22% of all tourist sets. About 
16.6% of tv sets are in trailer homes, rooming, rental homes. 



4 



TOURISTS, who daily will swell area's total population to 
1.98 million, will spend some S625 million during 1960. Big- 
gest expenditure (29%) is for groceries, foods and beverages. 



5 



NEXT BIGGEST slice of S625 million jackpot goes for lodg- 
ing (24'T ). After that, in order, come clothing, gifts, souve- 
nirs, drugs, cosmetics, tobacco, gas, oil, services, amusements. 



estimate was 67,865. g 
Both these estimates exclude tv J 
sets in bars and restaurants. 



6 



MOST POPULAR tv program fare among vacationers, ac- 
cording to WTVJ studies, are: news, weather, westerns, dra- 
mas, variety. Average age of tourists is 47. median age is 45. 



H'l lllllllll 
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IS CONFUSION ABOUT AREAS 
FOULING UP RADIO BUYING? 



^ Adam Young polls iigencies, funis most believe 
A(l> ertisei* Areas should rej)lace other nieasureuient 

^ Survey shows up to six different coverage areas 
now used in radio research for many major markets 



I \\<) new studie-s, recently released 
li\ Adam ^ oung. Inc.. i^tation repre- 
M'iitati\e». Iia\e called attention to a 
confusion in research standards which 
i^ wideh prevalent in modern radio, 
and to the need for uniformity in 
area definition, hased on advertiser 
requirements rather than station sig- 
nal patterns. 

\\ hat the rej) firm terms the "First 
Ad\erti.-er-Oriented Research" for 
radio co\ers special '"Advertiser 
Area studies for Pittsburgh and 
Tul>a made h\ The Pulse Inc. 

Significant in these reports is that 
Retail Trading Zones are used as a 



basis for determining station audi- 
ences, rather than either jMetro Areas, 
or county areas fixed by indi\idual 
station coverage patterns. 

The choice of Retail Trading 
Zones as Advertiser Areas was 
made by Adam Young, Inc. after con- 
sultation with more than 80 adver- 
tising agencies, coast to coast. 

Comparison of Advertiser Areas 
for both Tulsa and Pittsburgh shows 
a marked contrast with the Metro 
Areas currently suneyed by Pulse 
and Hooper, and with many other 
special studies. 

In Tulsa, for instance. The Metro 



WHICH REPORT DO YOU USE? 



PITTSBURGH 



TULSA 



I'lilso oiie-coiiiiiy report 
Pulse Metro ( per-coimty) report 
I'lilse Advertiser area report 
Fiilse 15'County report 
Hooper Metro area report 
Mielseit (see note ) 

Pulse Metro area report 
Pulse Advertiser area report 
Pulse 61 -comity report 
Hooper Metro area report 



til these services, by recognized research firms use dif- 
ferent area bases for reporting on radio in major markets. 
Though iS'ielsen does not survey these markets for radio, 
many agencymen try to combine NCS ^2 and other data. 



Area covers onh Tulsa Count) 
while tlie Advertiser Area I Retai 
Trading Zone I comprises 21 counties 

In Pittsburgh, the Metro Area reg 
ularh reported by Pulse covers four 
counties and the Advertiser Area in- 
cludes 10 counties. 

Further confusion in both market:^ 
is compounded by the fact that a 
number of stations regularly commis 
sioned research based on other are; 
definitions. 

In Pittsburgh. Pulse alone is pre 
]Daring three studies on a regnlai 
basis — 1 I its regular Metro Area re 
port 2) a special one-county reporl 
for station KQV 3) a special 15 
county report for station WDKA 

A similar situation prevails iii 
Tulsa (see box) and in many othei 
markets. 

In Omaha. Nebraska, four radi' 
stations have prepared special radii 
listening research based on four dif 
ferent coverage patterns. 

The Young firm points out thai 
'"each report is valid insofar as re 
search techniques are concerned. Bu' 
they do pose a considerable problen 
for the timebuyer who must e\'aluat( 
each in terms of the marketing re 
quirements of a specific advertiser.'i 

To reduce tiniebuying problems 
and to tie area studies more closeli 
to advertiser needs, Adam Youn 
proposes that the Advertiser Are 
(Retail Trading Zonel definition b 
made a standard for future radi 
coverage surveys. 

In its recommendations. Youn 
says: 

1 ) We hope that Advertiser Area 
will provide a common denoniinato 
upon which to evaluate the quantita 
tive values of radio stations . . . 
denominator that is larger than th 
customary metro area which handi 
caps radio with respect to newspapers' 

21 Advertiser Areas provide thi 
measurement on a l>asis selected no, 
by the stations hut by the advertise 
himself. 

31 Advertiser Areas should en 
courage more nionev for radio re 
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3 TULSA RADIO AREAS MEASURED BY PULSE 



.j.-U-..L.i.j..^L.La-:^c:i 





1. 61-COUNTY SURVEY pre- 
pared annually by The Pulse 
for station KRMG. The extent 
of this area is in sharp con- 
trast with the more usual 
metro areas measured by 
Hooper and Pulse but is 
typical of much radio cover- 
age research that is orig- 
inated by stations, rather 
than by radio advertisers 



L.h 




2. METRO AREA is basis of regular Pulse reports, 
covers only Tulsa County. Hooper surveys non-toll 
telephone area, v<hich is substantially the same 



3. ADVERTISER AREA, proposed by Adam Young, Inc., after consultation with 
80 agencies, comprises 21 counties in Tulsa, and is based on the market's 
Retail Trading Zone, a standard generally used by newspapers in selling. 



irch since stations will realize that 
xh surveys carry a greater degree 
acceptance than surveys specific- 
y tailored to their coverage char- 
iteristics. The norm will no longer 
i the biggest area, but w ill be right- 
|ly the '"area of maximum adver- 
|j;er interest." 

''4) Advertiser Areas will provide a 
ii|Itter means of comparing radio with 
wspapers. 

51 Expansion of these Advertiser 
eas studies into the top 100 mar- 
i.(.s would remove the necessity for 
ure coverage studies since over 
% of all U.S. counties could be 
•asured on a regular basis. 



6 1 The need for using coverage 



ta such as NCS ^2. which is over 
ee years old, or formulae such as 
! SRA formula would be un- 
cessary. 

71 Advertiser Areas will build 
Jbater confidence in the tools for 



measuring radio effectiveness which, 
in turn v\ill result in expanded use of 
the medium by advertisers. 

An examination of the Pulse-pre- 
pared Advertiser Area studies for 
Tulsa and Pittsburgh shows, of 
course, wide variations from the 
station listening patterns shov\n in the 
Metro or Special Studies. 

In answer to the question, ''What 
about the stations whose coverage is 
significantly larger or smaller than 
the Advertiser Area?" Frank S. 
Boehm, v. p. for research at Adam 
Young. Inc. savs. "We know that 
with the emphasis on maximum com- 
munity service, most radio stations 
today are not particularly effective 
beyond their retail trading areas. 

"However, should a powerful sta- 
tion wish to have a survey taken in 
its entire coverage zone, this would 
be possible just as it is now. We be- 
lieve, though, that the burden of sell- 
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ing any advertiser on this special 
survey should be up to the station. 

"In the case of the local 250-vvatter 
the same would be true. Tlie station 
would have as a sales tool the regular 
Pulse and Hooper metro area studies. 
It would be up to the station to con- 
vince the advertiser that, for some 
reason a portion of his budget should 
be concentrated in this smaller area. 
(For example, the bulk of effective 
buying power or population might be 
concentrated within the metro area. I 

"We are convinced, however, thai 
introduction of Advertiser Areas as 
a standard method of coverage meas- 
urement VN'ould work for the good of 
radio as a medium, and would be ap- 
plicable and proper in the majority 
of cases." 

Young sums up its case by asking 
agencies. "\^'hy should radio be short- 
changed when newspapers use a Re- 
tail Trading Zone definition?" ^ 
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FOLKSY, DEEP, GRAVEL-TONED 



^ That's the way Hsteners descrihe Mage Mager's 
radio personality, and what sold reliahility image 

^ Decade of personally delivered commercials upped 
Kansas City neighborhood store to city-wide operation 



^9 end out a new 21 -inch tele- 
vision set. .Mr. Magers sounds like 
the type of person I'd like to do busi- 
ness with." 

The Vesto Co. of Kansas City, 
Kan., doesn't receive this type of 
telephone call every day in the week. 
Most of its customers come in and 
look o\er the tv sets, hi-fi equipment 
and electric organs before they buy. 

Nevertheless, that recent phone 
call illustrates the corporate image 
that store owner Mage ^lagers has 
built with a decade of personally de- 
livered radio commercials. 

^'irtuall\ from the start, ^'esto's 
.Mr. .Magers relied on radio to get 
across the desired image of friendli- 
ness, capability, reliability and ser\'- 
ice. And the bulk of ^'e5to's adver- 



tising budget has consistently been 
earmarked for radio. Currently, the 
annual share is S12.000. 

The company has grown from a 
suburban Xorth Kansas City opera- 
tion to the point where, as Mr. Ma- 
gers puts it, "Thanks to radio, ve 
sell and service customers through- 
out the entire Greater Kansas City 
area. We have even made sales to 
residents as far as 300 miles away." 

^'esto's continued growth is evi- 
denced in the latest tabulation for 
the key September-December selling 
season. This \ ear's sales are roughly 
double those for the same period last 
vear — "This, in the face of quite 
severe setbacks in our area in tele- 
vision set sales. ■ says Mr. Magers. 

Mr. Magers' commercials are thor- 



oughly imbued with the persona 
touch. In his "folksy, deep, almo. 
gravel-toned" voice he ties in hi 
commercial message with curren 
local events. Often he includes refer 
ences to his family, such as a re 
minder that the voice customers wil 
hear when they call the credit de- 
partment is that of his wife, who ii 
credit manager. Mrs. Magers. their 
son. Bruce, and their three-year-ol( 
grandchild have all participated in 
commercials. 

For Vesto and its agency. MerritI 
Owens, Inc.. programs in traffic time 
have proved the most effective frame- 
work for Mr. Magers' messages. They 
prefer programs to spot schedules on 
the rationale that the former aflore 
more commercial exposure at one 
time. And they emphasize traffic time 
because adult males are considere'l 
their prime customers. 

With the ever-increasing populari- 
ty of traffic time, however, it has be 
come difficult to buy a whole traffic 
time program. For three years Vesto 
held onto a 15-minute late afternoon 
d.j. show over KMBC. Mr. Magers waS 
on hand for live, ad-libbed commer- 



SELF-DELIVERED radio commercials is the way Mage Magers buiMs an image of reliability for his Vesto Co. in Kansas City. Shown at taping 
session (l-r): KCMO engineer Ken Young, Mr. Magers, Merritt Owens ad agency acct. exec Fritz Lisec and station personality John Pearson 



:-ials in dialogue vith the d.j. An 
jxtra dimension came from the d.j.'s 
"alter-ego,'" a whimsical character 
vnowii as "Or Gus," whose intermit- 
aiit heckling provided color. 

This show has led to an in-store 
nerchandising aid still in operation. 
Featured items at Vesto bear a plac- 
ird vith a cardboard bust of "OT 
jUs'' and the label "An '01' Gus 

^ -15) 

opecial. 

Vesto was able to reach a new 
ludience with its message when the 
iKCMO 7:55 a.m. daily newscast be- 
B:anie available last September. Since 
hen yir. Magers has taped his com- 
liiiercials, with introduction and tag 
(supplied by a regular announcer. 

As an experiment, Vesto also 
ibought four one-minute participa- 
tions on a new simulcast show over 
KCiIO-AM-F]\I Sunday afternoons. 
It has used the program primarily to 
promote the sale of Magnavox's Stereo 
Theatre combination tv. stereo, am 
and fm. The theory behind this ap- 
proach, as stated by Merritt Oivens 
(account executive Fritz Lisec: "A 
ihow utilizing two of the set's fea- 
ures instead of only one gives an 
•extra boost to the pitch." 

The simulcast purchase was made 
'with the heavy fall selling season in 
mind. However, its encouraging re- 
sults have advertiser and agency fur- 
ther evaluating the technique in terms 
•f their \ ear-round campaign. 

From time to time Vesto engages 
in special public relations efforts that 
tie in with radio. For example, when 
color tv had its start in Kansas City 
the store set up demonstrations and, 
in its radio commercials, invited area 
ladies' clubs to attend. That cam- 
paign brought approximately 4.000 
women to the store over a four-month 
period, most of whom were paying 
their first visit to the store. Vesto 
reports that many of the ladies have 
been added to the regular customer 
list. 

This year. \^esto has for the first 
time included newspaper advertising 
m its previously all-radio media line- 
up. Says Mr. Lisec. "Our years on 
the radio have so familiarized Kan- 
sas City with the store that we are 
now able to use small newspaper ads 
(about 12 column inches) as an 
effective supplement. ^ 




A BANKER, a druggist and a grocer join the Air Force and KMTV, Omaha, In a formula fo- 
local Institutional tv. They are (I to r) DIcV Barrett, KMTV; John Johnston of Wolber Pharmacy; 
Col. Gunter, SAC; Charles Reed of Banit of Bellevue and Bob Baler of Baiter Supermarkets 



HOW TO GET A DRUGGIST, 
BANKER, GROCER ON TV 



5^elling institutional programs to lo- 
cal merchants is easy. At least, so 
says KMT\'', Omaha, in the case of 
an SAC tribute it sold recently to the 
Bank of Bellevue, Baker's Super Mar- 
ket and \^'olber Pharmacy. 

Ever since the SAC moved into 
Bellevue eight years ago, the area has 
boomed. Hence the special impor- 
tance of SAC people to local mer- 
chants, and their willingness to spon- 
sor documentary programs with insti- 
tutional commercials. 

Two of KMTV's three advertisers 
on the show were using tv for the 
first time: Baker's Super Market, and 
Wolber Pharmacy. The third spon- 
sor. Bank of Bellevue, was on tv for 
only the second time. 

The program itself, Payload, was 
filmed under the direction of KMTV 
news director Jim Roberts by neivs- 
men Jack Anderson and Dave Ham- 
mer on an actual 2,700 mile training 
flight. 

Each of the three advertisers used 
its commercial in a different way. 
The bank took an appropriately for- 
mal approach, the pharmacv took a 
personal approach, and the chain 
store took an attitude that combined 
elements of both. 

Bank president Charles S. Reed 
called the telecast an unusual oppor- 
tuiiitv for a local businessman. He 
said: "We were lOO'^ satisfied. Our 
aim is to be good neighbors and to 
remind them we are here for service." 

Johnnv Johnston, pharmacist and 



partner of Wolber Pharmacy, ap- 
peared on camera during his com- 
mercial, although a station announc- 
er delivered the message. His excel- 
lent relationship with SAC people was 
further enhanced by the special tele- 
cast. 

And Abe Baker, president of Bak- 
er's Super Markets, reported a fai'or- 
able customer and employee reaction 
to Payload. Commercials for his two 
stores came midway between the in- 
stitutional approaches of the other 
two sponsors. 

Since Mr. Johnston and Mr. Baker 
were using television for the first 
time, their reactions are particularly 
noteworthy because of their general 
significance for other local merchants 
who may be considering using the 
medium. 

The druggist and the grocer were 
both thoroughly satisfied with their 
show. Mr. Johnston said, "As an in- 
stitutional piece of advertising. Pay- 
load could never be surpassed." Mr. 
Baker said he had aimed for the ob- 
iective of making friends for his stores 
and at giving the SAC men a well- 
earned "pat on the back. 

Imoortant cooperation in filming 
the show was provided bv Lt. Col. 
Lester Gunter of the 34th Aerial Re- 
fueling Squadron. 

The occasion for the telecast was 
the 34th squadron's first anniversary. 
Half-hour program used 14 hours of 
film shooting which took eight hours 
to edit. ^ 
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As I960 buying gets on its way, SPONSOR ASKS: 



How can stations develop 

more national 



With many major advertisers 
firming up their first quarter 
plans, station men review cur- 
rent business trends and discuss 
methods for increasing billings 

W. Thomas Hamilton, acting general 
manager. ITMH * TXDV-TV. South 
Bend. Ind. 

W riling about how Mations can get 
more national hu>tneiy is. in the car-e 
of indt\idual station*, like trving to 
help »ol\e someone's problems with- 
out knowing what the problems are. 
Howe\er. there are some ground rules 
that station management can briefly 
run down to see what areas might 
be accentuated or changed for better 
relationship. 

\s in all salesmanship we must first 
jiresume the salesman has a good 
product. That the house is in order 
ciincerning ratings, etc. 

\\ e reach people who are influential 
in bringing a station more business 
through — 

1 I Station reps. Certainly we all 
l)ick the rep we feel can do the best 
job for us. but do we supply him 
continually with the total informa- 
tion he needs? Information on mar- 
ket conditions, new programing, on 
air audits of competition and other 
basic information should be continu- 




etc. 



ally flowing to the rep. If we do a 
thorough job on thi^ they will do a 
better selling job for us. 

2 I Personal calls on agencies, local 
n'|)re-p[[tati\es or national conlpanie^- 

Ihe latter in tiiis group 1 think we 
c-ppciall\ overlook. Certainly a lot of 
bu«tnp's could be gotten if the local 
distributors were in there pitching for 
a 'upport in a market for a better bu\ 
on tlifir own »tati(m o\er the coni])e- 



tition. As for agency calls. I feel they 
can he very beneficial if a few simple 
rules are followed. "Call only on the 
agenc) whose account is a solid pros- 
pect: call by appointment with the 
rep along: if the client is being con- 
tacted, tell the agency: have a pre- 
thought out presentation: give new- 
information on the market on other 
media in the market and "positive " 
sell against other stations: give only 
facts not readily available to the 
buyer from his file: when you have 
finished a our organized pitch and 
answered questions — take off. 

3 1 Trade advertising. A lot of us 
sell advertising to evervone but our- 
^elves. Trade ads reach many people 
that cannot possiblv be reached in 
any other way. 

4 1 Publicity. Many times a pub- 
licity firm can be the best contact in 
the world between a station and the 
media that needs information on 
what s happening in the field. 

5) Station presentations to buyer 
groups- If you want to get the news 
on something big over in a hurry or 
if your material can be better pre- 
sented by using large visual displays 
or video tape then the group meeting 
is a natural. 

These are the major ways 1 know 
to reach the people who do the buy- 
ing. Even- station certainlv does not 
have the resources or personnel to do 
an adequate job in all — and even if 
they did. there are still certain mar- 
kets who will get business because of 
their inherent size. But FCC figures 
indicate that the biggest spot billings 
don't always come from the biggest 
markets, so someone is doing a good 
selling job and has established a 
memorable image on buyers' minds. 
The individual station must decide 
v>hich methods it can emplov and to 
what extent. 

Thomas P. Chisman, pres. & gen. 

mgr. tri EC-TV. yorjolk-Hampton. Va. 
The fact that the "best tv buys" are 
not always the ones that national ad- 
vertisers finally select can be quite 



disillusioning to a broadcaster. Often 
vou run up against general inertia in 
the agencv where it's just too much 
trouble to check into figures that 
might prove your station has a better 
buy than the competition. 

Another formidable barricade in 




Requires 
constant 
promotion 
publicity 



selling the value of your station 
against the opposition is the Frequen- 
cv Discount situation. A national 
advertiser often remains on a station 
for a long period of time because of 
the discount advantage he builds up 
despite the fact that his product is 
not reaching the audience or creating 
the sales pull that it should. 

How to overcome such problems i; a 
tough, continuing job that never ends. 
It is a job that requires constant 
promotion and publicity on the part 
of the station manager and his staff. 
It is a job in which a close liaison 
with the station's representative is 
absolutely essential and one in which 
the station representative must make 
more than a casual pitch to sell the 
potential of the station. 

It is imperative that the station 
reps have complete information about 
the station it represents, including its 
facilities, programing, merchandising, 
promotion and supplementary advan- 
tages provided hy the station and that 
more imagination be utilized in pre- 
senting these facts. 

.-\bo\e all. a station'* image and ac- 
ceptance in its market and the repu- 
tation the station has built in its com- 
munity over a period of time should 
be clearly defined for the agency. 

A closer evaluation of the quality 
of a station's operation by the time- 
buver could easily make the differ- 
ence in a campaign's success or fail- 
ure in a market. It is unfortunate 
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Adverlmement 

REPORT ON AN ADAM YOUNG EXPERIMENT: 



a I' 



ibusiness? 



,J|)ut true ill some instances that the 
igency that takes the "real deal" that 
\ -anl be duplicated by a station oper- 
iting on a quality basis, winds up 
vith its announcements being tri])le 
Imd even quadruple spotted. 

In a truly competitive situation, the 
station that operates on a high qual- 
ity level in all of its dealings, will 
iventually capture more than its share 
)f the national sales from the selec- 
ive agencies. 

Stanley L. Spero, v.p. in charge oj 
sales, KMPC, Los Angeles 
It has always been the opinion here 
|it KMPC that the best way to obtain 
nore national business is to provide 
ithe national agencies with vital infor- 
mation concerning the station, the 
jmarket, and current success stories of 
I'arious categories of advertisers. 

It is our feeling that advertising 
agencies, both in the media depart- 
ment and the accounts section, should 
have a complete, up-to-date file on a 
station's personality. For example, an 
agency should be supplied with cur- 
rent information regarding a d.j. per- 
sonality and his approach to his spe- 
cialty: the news department and how 




Provide 
agencies icith 
documented 
information 



it operates; and tlie sports coverage 
delivered by the station. In other 
words, if we are dealing with a per- 
sonality station, it is important for 
our customers to know who these per- 
sonalities are and why they are im- 
portant to an advertiser. 

It is fortunate for us who live in 
Southern California to be in a mar- 
ket that is enjoying tremendous 
rovvtli. However, whether you live 
in Southern California or any other 
area, it is vitally important that a 
(Please turn to page 67) 



Coverage, metro areas 
get a rival in first 
Advertiser Area Survey 



A milestone has been reziched in radio re- 
search, now that The Pulse Inc., has published 
results of the first Advertiser Area Radio surveys 
of the Tulsa and Pittsburgh markets. Tiiese studies 
were initiated b) Adam Young Inc. From our 
previous editorials ) ou ma\ recall that "Advertiser 
Areas" are delineated by objective-minded advertis- 
ing agencies, not promotion-minded subscribing 
stations. And they are based u])on advertiser con- 
siderations, not station signal ]3atlerns. 




Adam Young 



Adam Young Inc. invested considerable effort and ex|5ense in this 
new advertiser-oriented research. Why? First, because in the so-called "area 
study." research and promotion have too easily and too frequently been 
confused. (In a given market, there may be as many coverage area surveys 
as there are stations — ail valid as to research techniques. But from among 
all the surveys available the time-buyer has none which gives him his area 
of maxiiiiuin interest.) 

Reason two: Regularly-scheduled metro area surveys siiort-cbange radio 
vis-a-vis newspapers which use a Retail Trading Zone definition. Can news- 
papers, with their limited circulation be as elective as radio in reaching 
people of the growing suburban areas? 

What the new stndies mean: 

1. Common denominator for evaluating all radio stations quantitatively. 

2. More equitable comparison of newspapers, since Retail Trading Zone 
and Advertiser Area are roughly in agreement. 

3. Greater acceptance than surveys "tailored" to individual stations' 
coverage characteristics. (As more stations realize this, they will invest 
more — and more wisely — in radio research.) 

4. No further need to use over-3-year-old coverage data or formulae. 

5. Expanded use of radio, as confidence grows in tools for measuring 
the medium's effectiveness. 

6. Future coverage studies would become unnecessary, if the Advertiser 
Area concept catches hold. Pulse is prepared to ex|)aiKl it into the top 
100 markets in which case over 7.5% of all U. S. counties could be 
measured on a regular basis. 

7. The first time in history that advertisers — not stations — have deter- 
mined areas to be sur\'eyed. 

Available: Limited number of these first two Advertiser Area Pulse 
reports for distribution to advertising agencies and advertisers. \\'ith it we 
will send an analysis which goes into greater detail than our space here 
|5ermits. No charge or obligation. 

ADAM YOUNG INC. 

Representing nil limits modern nnd effective in rndio today 

NEW YORK (3 E. 54th St.) • ATLANTA • CHICAGO • DETROIT 
LOS ANGELES • ST. LOUIS • SAN FRANCISCO 
Affiliated with Young Television Corp., Yonng Canadian Lid. 
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I inform, interpret, analyze, advise, question, compliment and 
complain. I am the heartbeat of your industry. 

As my issues tick by, I record the pulsations of your industry — 
its strengths and weaknesses, its triumphs and failures, its hopes and 
regrets. 

I live to serve. I live to serve your industry that is also mine. 

My sense of service means many things. More than just words- 
in-print to keep you posted, my sense of service also means projecting 
the significant facets of our kaleidoscopic industry in sharpest focus 
for all to see. 

It means fighting for industry advances, sometimes in the face 
of bitter opposition. 

It means providing you with fact-and-figure tools to help you 
do your job better. 

It means painting a positive picture of our industry, a picture 
so plausible that even the most carping critic cannot deny its validity. 

It means adding moral stature to our industry whether the-issue 
be Code compliance, rates, or ratings. It means a personal code of 
conduct that permits me, with clean hands, to urge highest standards 
on our industry. 

I am the heartbeat of our industry. As you can see, I am also 
its conscience. 

How well I do my job only you are qualified to judge. 

I am proud to be your trade paper. I promise to serve you in 
every way at my disposal. 

I am SPONSOR. 

How well SPONSOR does its job is partially- 
revealed by agency-advertiser surveys of 
reading preferences, We^ll be happy to send 
you summaries of the two latest. 



v'ADIO RESULTS 



Capsule case histories of succes 
local and veronal radio campa^ 



HOBBY SHOPS 

-I'ONXIR: Hull'- Hnbl.y 5hop AGENCY: Direct 

Capsule case history: Hull's Hobby Store of New Ha\en 
lia> a M-liedule on WELL of the same city, which consist? of 
a -iiiiile one-minute spot Friday mornings and ten 20- 
second spots -pread o^er Friday afternoon and evening and 
Saturday IlH)rni^u^. In a recent test Hull's ran a special on 
electric train set* on X^'ELl exclusively. The announcements 
-petified that the trains would be oflered on Saturday only. 
The following da\ turned out rainy and windy, but at 8 a.m.. 
one hour before Hull's opens, a crowd had gathered in front 
of the shop. B\ 8:30 the line extended around the corner. 
Owner of the hobby store. Mr. Hull, reported. "About 100 
train sets were sold, and store personnel were able to 'up- 
grade" a large percentage of customers to more expensive 
items and thus further increase sales."' This was the best 
Saturday business Hull had e\ er had. outside of one Christ- 
ma- weekend in 1958. Even better, according to Hull, some 
50'^^ of the customers had ne\ er been inside the store before. 



WOMEN'S APPAREL 

5P0N>0R: Gold-leinChapman AGENCY: D 

Capsule case history: Goldstein-Chapman of Omah 
women's apparel store, had not used any radio ad\ertij 
for awhile. TTien, the store decided to try a spot campa 
for one month on KOWH. Omaha. TTie schedule was 
fifty 60-5econd spots on a run-of-schedule basis, to 
between 8:30 a.m. and 5 p.m. Announcements were read 
b\' the KOWH stafl. and the results of the campaic^n w 
immediate. After only several spots, listeners started phoJ 
in orders for the various advertised items. Results w 
equally apparent in the store itself. In-store traffic over 
period jumped many-fold and has been sustained sir 
Herman Goldstein, owner and manager, told KO^ H : 
the schedule showed that broadcast could sell better t 
other advertising. He felt, in particular, that disk jock 
Bud Vurr\. George Lester, Dean Reeter and Bob Da} 
■■gave the spots the personal touch that advertising neec 
The store has since renewed a similar schedule on KO^ 



Announcement; KO W H. Omaha 



Announcem 



NEW HOMES 



-PON'-OR: .Mahay Con.truclion Co. AGENCi": Direct 

Capsule case history; To stimulate traffic to TMP Homes 
in Mountain Meadows, built by Mahay Construction Co. of 
l^aMesa. Calif.. KGB of San Diego, proposed a special pro- 
motion: a KGB Open House in which all KGB am and fm 
])ersonnel would participate. Called "KGB Money Tree Open 
Hou»e. " KGB placed an 8-foot, white Christmas tree in the 
living room of one of four model homes and literally 
covered it with new one-dollar bills. A schedule of spots 
]jronioted the tree and listeners were invited to join KGB 
and TMF Homes for the '■KGB Money Tree Open House" 
>aturda) and Sunday. 12 and 13 December, register for the 
tree, met-t the KGB famih'. receive a picture of the staff, 
r-' .rrd Chri-tnias greetings for broadcast the following week. 
i!lfrviev\pd h\ KGB's remote unit, which was on the 
ne hour- Saturday and Sunday. No other form of 
a t ■ wa- u-ed. The cani])aign was such a success that 
Mat • ^ i, plans for another and similar promotion soon. 

- Announcements 



MATTRESSES 

SPONSOR: A. J. Lo<?an Co. AGENCY: D 

Capsule case history: The A. J. Logan Co. of Pittsbu 
for man\ years has been manufacturing mattresses ud 
various house brands. It has also been selling its own br 
Spring Air. but not pushing it. The manufacturer decidec 
give it a whirl and bought four weekly half-minute spots 
WWSW at 7:30 and one at 8:45 a.m. in the Good Mom 
To } ou show. The transcribed announcements featun 
long-ringing alarm clock. Inside of a few weeks, four do 
town Pittsburgh department stores, instead of one. V 
carrying Spring Air and the company had greatly expan 
its surburban distribution. So many customers asked for 
mattresses after hearing the WWSW announcements that 
stores contacted A. J. Logan Co. for the line. The manu 
turer was overwhelmed with these results and sub-eque 
placed a regular schedule with the station. \\ \\ SWs c 
paign became the first big step in the successful promo 
of the Spring Air mattress in retail stores in this a 
W"WSW. Pitl-bureh .\nnnunceir 
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357,519 WWDC homes own 
at least one car . . . 13.5% 
above the total sample 
Washington, D.C. average. 
210,485 are 1957 or newer . . . 
17.9% above average.* 

*PULSE Audience Image Study— July, 1959 

WWDC 

. . . the station that keeps people in mind 

WASHINGTON, D C— REPRESENTED NATIONALLY BY JOHN BLAIR & CO. 

And in growing Jacksonville, Fla.—it's WWDC-owned Radio WMBR 
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TIMEBUYER DIARIES 

{Continued from jxif^e 3 I I 

ylructurc is settled. Call Katli\ in 
ami explain that we start at 9 in- 
stead of 9:80 tomorrow; that she 
must raiuel t\\o dates with apol- 
o<;ies. cancel hineli with Mary 
l)o\\litijz at KUiiijitoii as I have to 
work straiglit throiijili, correlate 
all Westminster stuff for Wendell, 
clean up Quaker State spot radio 
stuff tomorrow for sure. Katliy re- 
minds nie that she is taking to- 
morrow off. had asked me at least 
Iwo weeks ago and that tins is the 
last day of \'acation she has coming. 
Sigh and admit you'd forgotten all 
ahout it and of course she can go. 

Mori Keiiicr, Hicks & Greist, N. Y. 

The secret of buying spot partici- 
pations on local live kid shows is 
known to most tiniebuyers: be there 
first. For months, Reiner had been 
needling a particular New England 
station and Jerry McNally of Blair for 
an evening kid show. 
9 a.m. Meeting with group a.e.'s, a 
regular Tuesdav morning session. 
9:35 a.m. McIVally's call comes 
through, leave meeting to take it. 
Sum total of McNally's informa- 
tion at this point: Bozo the Cloivn 
finally scheduled for an evening 
time period. No definite time slot 
or costs available yet. 
9:55 a.m. Wrap up discussion with 
a.e.'s. schedule another after 5 p.m. 
to finish session. 
10:05 a.m. Call client ad manager. 

Not in. Leave word. Urgent. 
10:10 a.m. Coffee break at desk, 

while reading mail. 
10:20 a.m. There it is! Client de- 
lighted to hear good news. Au- 
thorizes tentative o.k., pending full 
details. Meantime would clear with 
company marketing committee. 
10::iO a.m. Phone McNally. Ask him 
to hold participation till 5 p.m. and 
to obtain time and costs at once. 
10:45 a.m. Ad manager back on 
phone. Marketing committee says, 
"Fine, but what about time slot 
and costs? 
10:45 a.m. Plione call to McNally. 
"Jerry, everything hinges on actual 
time slot and costs — get back to 
me in a hurry." 

11 a.m. Interview with Philadelphia 
-tatioii rep (by appointment) to 
dt«(nss a\ails there. 

/ / : /,) a.m. Dictation. 

12 noon. Lunch with station manager 



from Cincinnati and rep. 

2 p.m. Return calls, place se\eral 
others, including one to McNally 
(not back from lunch yet). 

2:30 p.m. McNally returns call. Has 
checked with station. Now knows 
exact time period. Satisfactory. 
But there is complication in pric- 
ing. Uo we want to buy on pre- 
emptible or non pre-etnptihle basis? 
Cost may vary as much as 25-30%. 
Discuss pros and cons, including 
possibility someone would want to 
pre-empt us. McNally sees strong 
possibility of this. 

3 p.m. Phone client with new infor- 
mation, outline McNally's recom- 
mendation. In view of difficulty of 
getting good shows, recommend 
buying a non-pre-emptible sched- 
ule. Client will call back before 
5 p.m. with final decision. 

3:30 p.m. Work with assistant time- 
buyer and estimator on program 
for new client. 

4. ■70 p.m. Dictation. 

4:30 p.m. Client calls with final o.k. 
Non-pre-emptible schedule au- 
thorized. 

4:45 p.m. Phone McNally. We can 
both breathe a sigh of satisfaction. 

5 p.m. Attend postponed morning 
meeting with group a.e.'s. 
Next day, McNally shows up 

with a big, fat cigar for Reiner to 

celebrate the occasion. 

Norm Jackman, Campbell-Etvald, 
Detroit 

That the pace in the Midwest is no 
less hectic than on Madison Avenue 
is revealed in the day Jackman re- 
corded for SPONSOR. 
8:25 a.m. Deposited by elevator in 
reception lobby of Campbell-Ewald, 
fourth floor. General Motors Build- 
ing, Detroit. 
8:30 a.m. Begin preparations for 
9:30 meeting on special campaign 
for United Motors Sen'ice. Leaf 
through areas where UMS \vants 
additonal battery advertising. Com- 
pile data on similar campaign con- 
ducted six months ago. 
9. "75 a.m. Answer first phone call of 
day. Assure Detroit Edison a.e. 
he'll have schedule of stations 
which will most effecti\'ely cover 
client's area by next day. 
9:25 a.m. Step across hall to media 
director Carl Georgi's office for 
meeting on UMS campaign. UMS 
ad director Syd M. Cowan explains 
special cam])aign, emphasis on tv, 



augmented b\ radio and outdoor 
Buyers of all media present. Dis. 
cussion of importance of consider- 
ing all media prior to final deci- 
sion. Back to office to compilel 
tentati\'e schedules. 

10:45 a.m. Call from Larry Hara 
hadian that UMS list has hit sna 
with cost abo\'e tentative budget 
Suggests we compile figures for re 
vised budget to present to UMS. 

77 :30 a.m. Welcome station represen 
tati\'e with manager from low 
station with disk jockey presenta 
tion. Listen to tapes. They sug 
gest continuing talk over lunch. 

12:20 p.m. At lunch, inquire abou 
farm market programing, promis 
careful consideration of station 
future spot schedules. 

7 :.30 p.m. Back to desk and stack 
pink telephone slips in corner 
desk pad. From WWJ-TV (De 
troit) : "Pis call re 11 p.m. new 
cast." (National Bank of Detro 
decided on 11 p.m. newscast si 
months ago, has been waiting f 
first time a\'ailability.) Arran^ 
for station to meet with client, the 
alert contract and radio and tv d 
partments on proposed program 

2 p.m. Back to UMS battery cam 
paign budget. Phone interrupt 
again. Station manager in Mi 
sissippi asks to be considered 
Chevrolet schedule. Explain sche- 
ule arrangements, suggest he sen 
information about his station. 

2:30 p.m. With Harabadian, comple 
UMS budget using top tv static 
in areas concerned, then get t 
getlier with Dick Fischer on sp 
radio schedule to round out cai 
paign. Use agency's eight niont 
radio survey giving average co 
per spot. Very accurate for quic 
estimate of radio spot budget. 

3 p.m. Turn budget report and sche 
ule over to secretary for retypiu 
and presentation to UMS next da 
then begin check of Detroit Edis( 
area co\'erage. 

3:30 p.m. A.e. for Goebel Beer call 
\vants complete list of radio ai 
tv stations on pro football sche 
ule for publicity release. Pronii 
he'll have it next morning. 

4 p.m. Profitable half hour with Jol 
Logan, CBS Tv Spot Sales, talkiif 
over availabilities six months 
future. Clear up problem of ove 
lapping of network shows by r 

{Please turn to page 52) 
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rHE OPERATION WAS A SUCCESS... 

the result: A most successful public service 

telecast with high viewer interest and sponsor appeal. 




A skillful artery reconstruction surgical operation was recently telecast by KRON/TV and 
[;ponsored by Jenkel-Davidson Optical Company. It was the first of a sferies of medical 
Programs to be produced by KRON/TV under the auspices of the San Francisco Medical 
.Association. • Great viewer interest was proved by the results of a special ARB coincidental 
survey, which gave this program a rating of 18.3 — more than the other three Bay Area TV 
'stations combined! 

^ — THIS TYPE OF PROGRESSIVE PROGRAMMING IS ONE OF THE MANY REASONS 
<RON/TV, CHANNEL 4, SAN FRANCISCO 

■J B C AFFILIATE REPRESENTED BY PETERS, G R I F F I N , W O O D W A R D , INC. 
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TIMEBUYER DIARIES 

{('I'liliniicil jrom jtnpe^O) 

\ i>in<i m'IkhIiiIc of outlets. 

I:.t(i p.m. Iliiddlc with Georfii. Dick 
Ki>flu'r and I hirahadlan o\er -ipe- 
cial l>att<>r\ caiii])ai{;ii again, point- 
ing out ision in t\ Itiidgfl. selec- 
tion of radio stations, ete. 

.'>:l(l p.m. Step into elevator with 
I'ischer. ronscions of good start 
on IMS l)atter) program and with 
mental note to rheck availahilities 
first thing tomorrow. 

Dick (Jcrslion. licnton &• Bowles, 

\ fic York- 



Getting a new I'ost cereal on the 
road was the major concern of the 
Cershoii's da\-. Like all huyers at 15en- 
ton & Bowles. Uick buys all media. 
'J a.m. Breakfast pitch hy TvB. 
10:15 a.m. Check with iNBC Sales 

Ser\'ice on network clearance for 

Fury in Schenectady. 
10:30 a III. Confer with assistant. 

Tom Peschel, on ])rogress of spot 

buy scheduled to begin shortly. 
10:50 a.m. Informal discussion with 

Petry salesman as to availability 

and cost of 30-second spot an- 



PEPSI-COLA's Dollar 
Buys More on 
WKOW'TV 




"The merchandising effort 
made on our behalf by 
WKOW-TV's Merchandis- 
dising Department has added 
greatly to the effective im- 
pact of our spot schedule. 
Personal calls on dealers, 
a detailing of our program 
in merchandising letters, 
and the window display at 
the downtown studio have 
aroused retailer interest 
and support. This 'plus' 
service is greatly appre- 
ciated. 

H. H. Levenick 
Pepsi-Cola Bottling Co. 
Madison, Wisconsin 



"Thank, yon, Mr. Levenick, for this opportunity to prove 

that WKOW-TV sells best ivhere they buy more." 

Ben Hovel 
General Manager 
WKOW - WKOW-TV 



TV-G 

RADIO- 10 KW-1070j 



nounceuients on his stations ai 
throughout industry. 

11:15 a.m. Put finishing touches i 
recommendation calling for test 
certain techniques of brand coi 
mercial scheduling on net shows 

11:50 a.m. Order network cut-ins o 
General Foods shows through Cli 
TV for new Post cereal. Infor 
agency traffic department of ord< 
and ask them to send film to st 
tions on schedule. 

12:15 p.m. Lunch with tv represent; 
live and station manager. Discu 
hors d'oeuvres. local politics, ai 
status of a syndicated film Po 
sponsors on his station. 

1 :50 p.m. Sift through one and 
half pounds of incoming mail. 

2:10 p.m. Meet with Post Cereal 
group — Quentin McDonald, Bo* __ 
Diserens, Tom Mahon — to discug 
next year's media plan. i 

3:30 p.m. See Bob Uiserens abofl' 
marketing strategy of new Pos = 
cereal. Discuss importance of cola 
in copy treatment of new brand. ^ 

4:45 p.m. Sign thank-you notes 
stations that have given merchaij 
dising assistance to Post Cereals. 

5:15 p.m. Fill attache case with trad 
magazines and inter-agency mem(S 
for eveninK reading. 



KOEHLER BEER 

\Coi\linued jrom page 35) 

month. Last Aveek in Decendier. "5i 
tv time signals were tagged wit' 
"Watch for Koehler's Miss January. 
Tags to the radio jingle also pn' 
pared the way. Koehler's newspapel ;| 
ad\ erlising (60 inches per month il 
10 major newspapers, 30 inches 
in others'! was tied into the contei 
which culminated in June when tk 
\'oles were counted. Then both tl 
radio tags and tv time signals ca 
ried the same announcement: "Mi; 
December, selected as Miss Koehli 
of 19.59."' 

One tag, now in use, has a ver 
significant meaning. "Koehler su; 
new sales record in 1959" can t 
traced largely to the impact of tl 
company's high-frequency ad\'ertJ 
ing strategy. 

In 1960, the com|)any will ap]) 
this formula a little differently, ho\ 
ever. The time signals (in use no 
for two and a half years) will 1 
used in conjunction with 20-seco 
spots, elaborating on the theme ( 
the time signal tags. t- 
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in the 
people's 
interest* 



National Association of Broadcasters 
ode Review Board 



REPORT OF POSSIBLE CODE VIOLATIONS 
(Spot Announcements) 



fATION: WWJ-TV 



SERVICE AREA: 



DETROIT 



DATE 



TIME OF 
OCCURRENCE 



TYPE OF 
OCCURRENCE 



COMMERCIALIS) 
INVOLVED 



LENGTH 



COMMENT 



8/15/59 
8/21/59 



N 0 



CODE 



lOLATIONS; 



in the advertisers' interest, too. 



A clean slate is a good place to write any 
advertising message. WWJ-TV's deep 
sense of responsibility to its audience 
prohibits unworthy practices, maintains 
high regard for the station's integrity, 
and lends to every commercial the extra 
measure of believability that is so impor- 
tant to sales. 

When you plan your 1960 schedules, 
specify WWJ-TV in Detroit— operating 
in the people's interest and, therefore, in 
your best interest, too. 



I 



flimOHAt, 

ssoctxnorroF' broadcasters 



SEAL 
OF GOOD 
PRACTICE 

TEUEViSIOH CODE 



r 



i 



Detroit, Channel 4 • NBC Television Network 

WWJ-TV 

^9 




NATIONAL REPRESENTATIVES: PETERS. GRIFFIN, WOODWARD, INC. 

Associate AM-FM Station WWJ 
Owned and Operated by The Detroit Nevts 
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ABOVE ALL 



WGV 



YOUR PRODUCT 
BETTER 




WGY will push your product better in the 
rich market area it serves: Albany — Sche- 
nectady — Troy, plus Northeastern New York 
and Western New England. We can back 
this up with a file of sales success stories — 
for details, contact your local Henry I. Chris- 
tal man or call WGY, Schenectady, N. Y. 




982-10 



50,000 Watts • NBC Affiliate • 810 Kilocycles 
A GENERAL ELECTRIC STATION 




that affects sponsors, agencies, stations 



JFkat's happening in U. S. Government 




9 JANUARY I960 
CnyrliM IMO 
SPONSOR 
PUBLICATIONS INC. 



WASHINGTON WEEK 



Probing radio/tv and trying to determine wliat to do about rectifying bad prac- 
tices continues to bold the Capital spotlight exclusively as far as the broadcast in- 
dustry is concerned. 

Of course, the Justice Department helped start the 1960 round off with a bang ivith its 
hardhitting report to President Eisenhower. 

The FCC this week let it be known that the 2700 radio stations that have already answered 
the query about payola said they're taking all safeguards possible against the thing hap- 
pening in their operations. 

Meanwhile the Harris House Legislative Oversight subcommittee is keeping its revelator)'- 
powder dry — outside of occasional sidedoor dribbles to the press — pending the resumption of 
its hearings. 

Attorney General Rogers in his communication to the President — to get to the 
nub of his recital — recommended only minor legislation. 

These proposals included : 

1) Make it a Federal crime for station or network employees to accept payola, ivhere pres- 
ent law holds only stations accountable. 

2) Give the FCC power to suspend licenses or renew them conditionally, where now the 
only punishment the FCC may mete out is the "death sentence" of license revocation. 

But, added Rogers, if these changes and vigorous enforcement of present laws don't work, 
Congress might want to consider empowering the FCC to regulate networks directly, 
and it might also %vish to increase the FTC's jiowers to halt deceptive advertising. 

Rogers, likewise, called for "more timely and vigorous action by the regulatory agencies." 
He noted that ivhile NAB code tightening is a good thing, self-regulation will not be successful 
unless the government agencies ivish to protect the public interest by using their powers direct- 
ly and promptly. 

The Rogers report signals a much stronger Justice Department hand in broad- 
casting affairs all down the line. 

Justice, with the aid of the FCC, won a Supreme Court decision last year holding the De- 
partment to be the expert agency on antitrust matters. The President has demonstrated that 
he will rely on the Justice Department rather than on the FCC and FTC, not only on antitrust 
matters, but also for direction of administration policy on broadcasting generally. 

The Department is expected in 1960, aside from carrying the ball in urging tighter 
regulation of the industry, to begin cracking do>\Ti with antitrust court actions. 

The FCC is expected to give final approval to a half-hour cut in network option 
time, and present indications are that as soon as this is done Justice will move in with a court 
action seeking to have ojition time tossed out entirely as an unreasonable restraint 
of trade. 

It is known that the Department is restless, wants to move, and has conducted extensive 
probes in various directions. But where it actually move first is purely conjecture at this 
stage. 

Odds favor the option time action, and also favor a move against alleged talent agency 
monopolies of talent and programing. 
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Significant newt, trends in 

• Film • Syndication 

• Tape • Commercials 



FILM-SCOPE 



9 JANUARY I960 Studebaker (D'Arcy) has jiimpcfl into spiflication with a six-city huy in Ne« 

cpyrnht I960 York State of ITC's Four Just 3Ien. 

SPONSOR Cities on the Studebaker Dealer's line-up include New York, Albany, Syracuse, Bingharal 

PUEUCATI0N8 INC. ton, Watertown and Plattsburgh. 

In New York, WKCA-TV will move Ziv's Lock-Up, a station purchase, to make i^om fa 
the automotive advertiser. 

Studebaker is the fourth automotive advertiser to buy into ITC's Four Just 3Ien 
this year: others are Volkswagen, Renault and Chrysler (Mexico). 

Look for a big piece of new cigarette money to be spent in syndication durin| 
1960. 

A cascade of new brands — including Duke, Alpine, Life and Spring — mean new spend 
ing using tested syndication strategies. 

A review of what three brands are already doing demonstrate the choices the cigarette 
men have at their disposal: 

1) Easiest way to start into syndication is buying nighttime minutes within acceptable 
film shows, placing the business station-by-station. Camels has been using this for high 
cost efficiency. 

2) Heaviest commitment to syndication is the pattern Raleighs used last year: Eveni 
tually it came doivn to full sponsorship in selected markets, the objective being maximui 
identification and impact. 

3) A compromise between advantages of efiEciency and identification is Lucky Strike' 
alternate week regional pattern with one show, going into markets where satisfactory time car 
be cleared. 

The National Audience Board is undertaking studies to determine how audi 
ences react to scenes involving sex or violence in syndicated shows. 

One show being tested is Official Films' What Are The Odds? which starts on somi 
stations in January; producers are Leo Guild and Kenneth Herts. 

Testing method entails an analysis of ballots of sample audience. 

Promotion continues to be one of syndication's strongest trump cards. 

Witness what Ziv is preparing with Tombstone Territory: Awards to four distinguishef 
citizens in each tv market to be presented at the actual Tombstone, Arizona, locale. 

Tombstone Territory is now sold in 151 markets. (For show's latest sales, sa 
FILM WRAP-UP, Page 62.) 

Keep your eye on The Flagstones, the first animated situation comedy in half 
hour form, going on ABC TV next fall. 

The teamwork for the show comes out of Kellogg's successful experience with Huckle 
berry Hound and Quick Draw McGraw in national spot. 

Should Flagstones pay off in the ratings and commercials sweepstakes, an important nev 
use for film animation in programs might follow next season. 

Screen Gems has handled all three shows for Hanna-Barbera. 
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FILM-SCOPE continued 



The possibility that Wj\TA-TV, New York, might drop its pioneering two-hour 
local dramaiie tape show, Play of the Week, brought 15,000 letters from area 
viewers. 

Syndication hopes for the show rest partly on the list of national advertisers who have 
bought spots in the show. 

These include cigarettes such as Life, Newport, Kent; cleaners such as Ivory Liquid, Mr. 
Clean; foods like Chase & Sanborn coffee and Fleischmann's margarine; and other advertis- 
ers including Alcoa, Reader's Digest, and BufEerin. 



20th Century-Fox's tv plans for 1960 inelude a hea^'y aeeeni on eomedy. 
At the moment the drawing boards call for more episodes of Dobie Gillis plus a new 
series to be ealled Split Level; writer is Max Shulman and producer is Rod Amateau. 



More than 350 tapes are broadeast weekly through 
shows in regular syndication are added up. 

Actually there are many more local broadcasts of syndica 
formally exchanged ^veekly among stations. 

Furthermore, here is a list Ampex collected of new shows 
cation: 



PROGRAM 

Atomic Submarine 
Bill of Indictment 
Courtmartial 
Emergency Ward 
George Jessel ShoAV 
Guy Mitchell Show 
The Happy Time 
Juvenile Court 
Luncheon in Las Vegas 
Mark Brand 
Municipal Court 
Out of the West 
ToAvn Hall Party 



DISTRIBUTOR 

Majestic Prods. 

KTLA, Los Angeles 

KTTV, Los Angeles 

KTTV 

Synditape 

KTLA 

KTLA 

KYTV 

Majestic Prods. 

KTLA 

KTLA 

Majestic Prods. 
KTTV 



syndication, if only the 26 

ted tapes, since dozens are in- 
being readied for tape syndi- 

PRODUCER 

Jonathan Yost 
KTLA 
KTTV 
KTTV 

KCOP, Los Angeles 

KTLA 

KTLA 

KTTV 

Jonathan Yost 

KTLA 

KTLA 

Jonathan Yost 
KTTV 



Women are doing more and more important jobs in the commercials field these 
days, especially in selling. 

Latest of the lady executives is Louise N. Stone, animation sales director for Robert 
Lawrence. 

Other women in commercials going into sales have previously come from casting, acting 
or production backgrounds, but Miss Stone is probably the first distaflfer to be honored 
with a sales director's title. 

A perfect instance of video tape's ability to handle a fast-changing situation 
with ease was given last weekend by U. S. Steel (BBDO). 

With a Monday evening national telecast scheduled, U. S. Steel chief Roger Blough made 
tapes at Telestudios, N. Y., on the preceding Friday, only to find major changes in the status 
of the strike over the weekend. 

A standby unit with Blough made new tapes a few hours before the telecast as new de- 
velopments in the steel strike took place — a capability that would not have been possi- 
ble ^vith usual film methods. 
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trends and tips for adme 
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SPONSOR HEARS 



Don't think that top management in the larger agencies hasn't a problem of 

own when it comes to payola. 

The practice of taking reaches into tv commercials, art jobs and equipment buyinj 
In fact, the kickback has become such a "must" at one of the top 10 shops that repute 

blc tv commercial producers steer clear of it. 

Trendex and Nielsen aren't the only two research services that don't match u 
in their findings: two computers of cigarette sales disagreed on which brand cam 
tlirough 1959 as No. 1 brand. 

One gave it to Pall Mall and the other to the long-time champ, Camels. 

They also differed on total turnout: 63.2 billion vs. 65.2 billion. 



Mark down 1959 as the year when a number of more or less leading agencies 
corded their top media posts to people still in their 30's. 

Just to name a few: Herbert Zeltner, L&N; Marvin Richfield, EWR&R; Fran 
Gromer, FCB; Gerald Arthur, Donahue & Coe; Don Leonard, F-S-R. 



Watch for this trend in 1960: Giant package goods advertisers buying qu 
ity programing for purposes of higher level appeal and setting up 90-second co 
mercials. 

Put P&G down as a pretty certain prospect anent Crest and Lilt. 



I' 



This being the lush season for award-making, SPONSOR HEARS took a poll amo 
the trade for the Top 10 Headaches and came up with these winners, according 
classification: 

TIMEBUYER: the buzz-saw who calls for an exhaustive list of availabilities 
the next day and isn't heard from again on that particular inquir)'. 

TV DEPARTMENT DIRECTOR: the slick operator who has his researchers prime 
to document any of his preconceived notions. 

NETWORK: the penchant for dressing up a promotion by describing it in releases 
"a newly created v. p. post." 

TV CRITIC: makes a fetish of quoting his young brood's reactions to a progra 
a practice which often raises the question: "where was he at the time of telecast?" 

AD MANAGER: the type who insists on a massive documentation of the age 
cy's recommendations and never looks at the stuff. 

THE SUPPLIER: he who boasts he doesn't have to talk to the agency because he kno 
the board chairman of the client company. 

THE CLIENT: a member of who's family is talent. 

COMEDIAN: the gentry who reminisce about their origin on New York's lower Ea 
Side or about the old Palace Theatre. 

THE REP SALESMAN: the smoothie who's slow with his availabilities because 
figures that if he can stall the agency's decision long enough the competitor's spot will 
elsewhere. 

THE RESEARCHER: the kind that finds it necessary to befog his studies with esc 
leric terminology and then complains he was misunderstood. 
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^ORE PEOPLE HEAR MORE OF WHAT THEY LIKE ON 




HE ^1 STATION IN MACON, GEORGIA 



IN HOOPER! 



IN PULSE! 



Monday through Friday • Sat.-Sun. 
• Morning • Afternoon • Night 




\lhen Buying Macon 
Ihoose the Station 
iliat Macon People Choose • • 



all FORJOE, Nat'l. Rep. 



MACON'S 24 HOUR 
MOBILE NEWS 
STATION 



1240 on your dial 

The #7 Station in the Heart of Georgia! 



In ChattanoogOr Tenn., Use WOGA 
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NEWS & IDEA 

WRAP-UP 



PASSING THE SALT (Lake City, that is) to participate In United Fund Ball celebrating intro- 
duction of new radio/ tv station KCPX, is screen star Kathy Grant. On hand to greet her (l-r): 
Nornnan Louvau, station's gen. mgr., Mayor Adiel F. Stewart, Alan Quist, United Fund officer 




1^ 



ADVERTISERS 



Liggett & .Myers lias enlarged 
buys oil Bonanza and Laram 
vihh some of tlie money comi 
from Duke's (MeCanii) piillf 
from Markham. 

The advertiser decided to make 
switch before CBS TV had agreeJ 
assign Markham the Thursday. 9: 
10 p.m. slot. 

Incidentally. Duke. Avhich will 
on five network shows, will contit 
its spot campaign in several top ni 
kets. 

Radio and tv will be used by t 
Fatber's Day Council to prom* 
tlie "N'e>*" Fatber's Day. 16 Jui 

("Xew," as coined by the FT 
means the new 1960 kind of fathei 
the young dad who helps with 
children and the dishes and the bab 
care: activities that were unkno^ 
25 or 50 years ago.^ 

Last Father's Dav saw nearlv 
billion dollars in retail gift purchas 




COOL CAT WINS KIDS' BIDS! In the first world premiere ever held for children. West 
house Bdcstg. Co., Trans-Lui Television Corp., in cooperation with WNEW-TV, screened Felh 
Cof, new tv series debuting next month, at N.Y.'s Trans-Lui Theater for benefit of CARE, 



TREASURE OF PLEASURE, consisting of 
$20 gold candy pieces, gets local distribution 
by attractive models on occasion of WKRC's 
(Cincinnati) 20th year of Taft ownership 

60 




Hki now that there are 50 million 
Biers (more than double the num- 
^ there were 25 years ago) the 
uncil feels that with this planned 
out campaign, this year business 
i>n luld be well over the billion dollar 
4 f rk. 



mpaigns: 
'» Sylvania's tv, radio, aud high 
ilitv spring advertising campaign 
1 be spearheaded on the Jack Paar 
,9tt', jXBC TV. The tv commercials 
1 d stress the 23-inch bonded shield 
'line which Sylvania introduced last 
le. 

• Mrs. Grass Noodle Soups will 
(.■sent a line of four soup mixes, in- 
or ;|ding its latest French onion soup 
Ji on NBC Radio. The campaign 
iris for Mrs. Grass spots 15 times 
:h week in every market that has a 
al NBC station. 

b iijisa 'u' data : Cohen, Dowd & 
sshire, the newly-appointed agency 
f Chemway's Lady Esther Divi- 

rft'in. is starting ofF the New Year 



with the introduction of a new Lad) 
Esther cosmetic product via tests in 
several markets around the country 
. . .Robert Garrett, a jeweler in 
Waco, Tex., won the first prize of 
having tv star Art Linkletter act as 
watch salesman for the day in 
Bulova's local jeweler promotion 
contest. 



AGENCIES 



Agency appointments: Pharnia- 
Crafl, billing some $2 million, has 
resigned its Fresh deodorants and 
Coldene cold medicine from JWT, 
and its Ting athlete's foot prepara- 
tion from Cohen, Dowd & Aleshire. 
Daniel & Charles will handle Fresh, 
Ting and a new unnamed product. No 
agency assignment, at presstime, for 
Coldene . . . Doyle, Inc., manufac- 
turer of Stronghearl Dog Food 
and Kit Kat cat food, billing S2 mil- 
lion, from D'Arcy to Lilienfeld & 
Co. . . . Bulova Watch Co.'s radios 
and stereophonic phonographs, from 



McCann-Erickson, to Sullivan, 
SlaufTer, Colwell & Bayles . . . 
Elgin Watch Co., Ltd., of Toronto, to 
K&E, Toronto . . . Pioneer Corn 
Co., Tipton, Ind.; Pioneer Hi-Bred 
Corn Co. of Illinois; and Garst and 
Thomas Hybrid Corn Co.. Coon Rap- 
ids, Iowa, to Klau-Van Pielersoni- 
Dunlap, Milwaukee. 

Going to spit buying aulliorily: 

An expanding list and the "increased 
complexities in the buying and me- 
chanical processes used in each of the 
media" have induced Harold Cabot 
& Co., Boston, to split its media de- 
partment into two separate divisions. 

The changes: Gene Del Bianco 
will be broadcast media manager; 
serving as administrative head of all 
media and in charge of all broadcast 
media buying. Jack Lamere and John 
Quinn have been named space buyers. 

On the distaiT front: Marion 
Montgomery, account executive at 
Henri, Hurst & McDonald, Chica- 
go, has been appointed the first wo- 



-1 



liSS CAREER GIRL" contest, staged by 
IB, Atlanta, reaches climax as Delta Air 
bstlclet agent Alice McCool draws winner. 
LUng on: theater mgr. M. Bucltley; Delta 
Irep. J. Lambert; sta. reporter, J. Robinson 

(erATION ping pong ball, to pro- 
re new San Diego subdivision, was planned 
IKFMB, who chartered helicopter, dropped 
pO balls (some worth $500). Here, station 
Virgil Clemens helps secty. Nanch Klerspe 





MATING THE MEDIA was object of party held 
by Detroit Spot Radio & Tv for tradespeople. 
Present (l-r): Gabriel Dype, Blair-TV; MIcltey Foster, 
Albin Yagley, media dir. Grant Adv.; Janet Trojan 

BEDDIE-BUY! Bedding buyers inspect new line at 
WTAR-TV's (Norfollt, Va.) auditorium. Around sta.'s 
"Lazy Mae " (rear, l-r) : W. Gletz, sta. sis. mgr.; S. Gross, 
Gross-Fry Adv. Agcy.; M. Comess, Paramount Bedding, 
colleagues (seated) V. Barnett, A. Diamondstein 
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man \ .p. in tlic agciifx's 47-\car lii»- 

llcr iR'w (lutii's will he to imple- 
iiifiit and cNpaiid tlie creative fa»liion 
and de>ij;n services at the agenc\ . 

TImmi 'ii' (lata: Ten stafT nieinbcis 
of tlie Ilciiilcrfioii A«l\«'rtisiiig 
A<:«'iif_>. Greenville. S. C. have be- 
come stoekliolders b\ invitation of 
the hoard . . . Kaj-tor Hilton Clios- 
Icy ClilToi-d «S: Atliertoii has estab- 
lished a profit-sharing trust plan in 
v\liieh all stafT members will auto- 
niatieall\ become participants. 

Adineii on the move: Henry 
Bankart, Henry Haines and Wil- 
Inrd llcggcn, named senior v.p.'s at 
Conipton . . . Guy Mercer joins 
Xeedham. Louis & Brorby as v.p. and 
inendser of the plans board . . . Roy 
Gorski and Earl Sehultz, elected 
v.p.'s of C&W . . . Carl Spielvojiel, 
to McCann-Erickson as corporate 
public relations director . . . John 
Bnrker, to executive v.p. and board 
member of Botsford, Constantine & 
Gardner, Portland, Ore. . . . Stanley 
Evans, to v.p. of Lawrence C. Gum- 
binner Advertising . . . Anthony 
Hv"«le. to Robert C. Durham Associ- 
ates. New York, as senior v.p. and 
senior management consultant . . . 
Jack Dash, to executive v.p. of 
Gresh S Kramer, Philadelphia . . . 
Golin KeniDner and Dr. Sidney 
Lirtznjan. to v.p.'s at the Center for 
Research in Marketing. Inc., Peeks- 
ville. N. Y. 



ASSOCIATIONS 



One of tv's high-dome critics, Gil- 
bert Seldes, and an official spokes- 
man for the industry, Lou Haus- 
nian, this week regaled RTES 
luncheoncrs with opposite view- 
points. 

The stickiest of the proposals ad- 
vanced by Seldes for the improvement 
of tv j)rograming was this: station 
operators make a routine of holding 
broadcast meetings, or "open hear- 
ings,"' with people of the community 
to find out what they'd like in pro- 
graining. In other words, let the op- 
erator's own judgment go by default. 

llausman, TIO director, cited the 
Ivpes of upper crust programing that 
have been telecast so far this season as 
proof that the industry was giving the 
people food for mental and cultural 



stinmlation as v\ell as popular enter- 
tainment. 

The iN'Ali annoiniccd this week 
that there are now 873 suhscrih- 
crs to its Standards of Good 
Practices for Radio Broadcasters 
— representing .56% of the 
Board's radio nienihership. 

This new totnl comes to an in- 
crease of 42/( in the month of De- 
cember, and is the largest number of 
subscribers since the implementation 
program for the Standards was start- 
ed in April, 1958. 

Meeting dates : 

The iVational Advertising Agen- 
cy Network's Eastern regional meet- 
ing, at the Warwick Hotel, Philadel- 
phia. 29-31 January; its Midwestern 
meeting, at the Marott Hotel, Indian- 
apolis, 5-7 February: and its IVational 
Conference, at the Oyster Harbors 
Club, Osterville. Mass., 19-24 June. 

The First Advertising Agency 
Group will hold its 32nd annual con- 
ference at the Holiday Hotel, Dallas, 
20-24 June. 

They were elected : 

Officers of the California Broad- 
casters Association: president, Wil- 
liam Goetze. KFSD, San Diego; v.p. 
for radio, Ernest Spencer. KWIZ. San- 
ta Ana; v.p. for tv, Richard Hogue, 
KXTV, Sacramento; and secretary- 
treasurer, Alan Lisser, KBIG, Avalon. 

Officers of the Arizona Broadcast- 
ers Association: president, Tom 
Chauncey, KOOL, Phoenix; v.p., 
John Hogg, KOY, Phoenix; and sec- 
retary-treasurer, Fred Vance, KOVA- 
TV, Tucson. 

Other electees: Lynn Christian, 
president of KHGM-FM. Houston, to 
a regional v.p. and director of the 
National Association of FM Broad- 
casters . . . John Dickinson, of Har- 
rington, Righter & Parsons, and H. 
P. Lasker, of the Crosley Broadcast- 
ing Corp., to co-chairman of TvB's 
advertising sales advisory committee. 



FILM 



Despite the appearance of holi- 
days during Deceniher to divert 
attention from husiness, at least 
one syndicated show continued 
to do brisk husiness. 

Ziv's Tombstone Territory, for ex- 
ample, added a number of sales to 



both advertisers and stations to bn 
its market list to 151 after eight wei 
of selling. 



Sales: Ziz's Tombstone Territory 
R. J. Reynolds (Est\ I and Orll 
Brewing (Lewis & Gilman) as alt 
nate sponsors of WFIL-TY, Philar 
phia: Brown & Williamson (Kel 
Madden & Jones) adding WDAF-1 
Kansas City; WDHD-TV. Boston, 
WBKB-TV, Chicago, alternatini; 
Chicago with Dodge Dealers: 
land Oil (Ralph H. Jones, Cincinna 
on WPSD-TV. Paducah: WCPO-' 
Cincinnati, and WSPD-TV, Steul 
ville; Swift Ice Cream alternates 
WSPD-TV: Tom Gloor Chevrolet 
WAPZ-TV, Birmingham; Beati 
Foods on KKTV. Peublo; Dc£ 
Milk and Schilling Motors (Sin 
Gwynn) alternate on WHBQ-' 
]\!emphis: Service Chevrolet 
WDAY-TV, Fargo; Avera Pack 
and Coca-Cola Bottling alternate 
WJBF, Augusta; Kahler-Craft Hoi 
and Bryan Brothers Packing (Bus 
Assoc.) alternate on WLBT-TV. J» 
son; Bryan Packing is also on WC 
TV. Columbus; buyers not report 
stations are Smith Motor Sales 
borne Assoc.) in San Antonio, 
Rural Electric (Bradham) in Chaii' 
ton; station buyers include WHlZ-t 
Zanesville; KREM-TV. Spoka< 
WPBX-TV, Traverse City; KLRJ-' 
Las Vegas; WLWC, Columl 
KVAL-TV, Eugene, and WNEW- 
New York. 

International: Fremantle start's, 
new Italian representative, Freii<v 
tie Italiana, S. R. L., headquair- 
ing in Rome, and handling CBS ! 
and independent American and t 
ish producers. Office is Freman 
fourth overseas subsidiary. 

Strictly personnel: Benedict tr- 
enherg joins Television Graphi' JS 
producer and director . . . Louis^N. 
Stone to Robert Lawrence An 'a 
tion as sales director. 



NETWORKS 



IVBC TV's afternoon progrante- 
alignment, effective 8 Febn-<y 
only sharpens the accent >" 
nighttime tv film repeats for ty 
time programing among the 
works. 
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oiw sales curves look good, too ! 



It [I 



1 



is the thing 



in 



WING 
DiWTOXM 



WING has more local business volume than any other station in Dayton. The 

happy sound of WING makes cash registers ring. Our advertisers 

all agree (and so do Nielsen, Hooper and Pulse) that WING is THE 

dominant force in the Dayton market. Get the facts 

TODAY from your East/Man or General Manager Dale Moudy. 



Dl 
III 




robert e. eastman & co., 



inc. 



national representative 



is an AIR TRAILS station affiliated with 
WEZE, Boston; WKLO, Louisville; WCOL, Columbus, 0.; and WIZE, Springfield, 0. 
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Out of the >liow!- in X15C"s new 
2:'M^-l:'M) limni]), three (leri^e from 
whal hail l)een iiij;httiiiie fjlni series. 
AVii] 'l\ i? using three such repeats, 
ami CHS T\', Iwo. in the daytime. 

The M)C re^ ised liiieuj): 

2 p.m.. Qiiccii for a Day; 2 :30 p.m., 
Lorclla ) otiii^; 3 p.m.. Young Dr. 
.\l alone: 3:30 ]).m.. from These 
Roots; 4 ]).m.. Comedy Theatre (Re- 
peat^ of 77ini Man and like) ; 4:30 
p.m.. Adventure Theatre (repeats of 
Yancey Derringer and like). 

!Nij:hniiiie schedule changes on 
iNBC TV include the shifting of River- 
boat to Monday, 7:30-8:30 p.m., re- 
placing Richard Diamond and Love 
and Marriage. Noxzema, the latter's 
sponsor, will take half of it. Overland 
Trad, a new one-hour western, will re- 
place Riverboat in the Sunday 7-8 
p.m. slot. 

A year-end tally of advertisers on 
ABC Kadio during 1959 showed 
a total of 117 — as compared with 
89 advertisers during 1958. 

Of the new total, 56 clients hought 
the network exclusively, and 57 re- 
newed contracts they had made in 
1958 or earlv 1959. 

Network Iv programing notes: 
Kate Smith will return to tv on a 
regular hasis as the star of her own 
half-hour musical-variety show on 
CBS TV starting Monday, 7:30-8 
p.m.. 25 January, for Whitehall and 
Boyle-Mitlway Divisions (Bates) of 
American Home . . . William Ben- 
dix will star, and Doug McClure will 
he featured, in a new one-hour West- 
ern series, Overlaml Trail, now being 
filmed for use on ISBC TV this year 
. . . The Flagstones, a half-hour situa- 
tion comedy series produced in ani- 
mation, will make its debut as an eve- 
ning feature on ABC TV next fall 
... A series of six special one-hour 
dramatic shows, dubbed Manhattan, 
will debut on CBS TV Friday. 9-10 
p.m.. 26 February. 

iN'etwork sales and renewals: Es- 
quire Shoe Polish, for its Spray 
Shine, begins this week participations 
on the Jack Paar Show, IVBC TV . . . 
JeH-O CY&R) has renewed sponsor- 
sliip. through 25 June, of Lunch With 
SoupY Sales, on ABC TV Saturday. 

12-12:30 p.m The Monroe Anto 

Equipment Co., of .Monroe. Mich, 
f Aitkin-Kynatt") began sponsorship of 
a niornin}r five-minute ne^vs and 



s])orts feature on Miitnal, and this 
week the Sinclair Refining Co. 

(GMM&B) kicks-ofT its i960 cam- 
paign ^\a adjacencies several times 
daily on MliS" newscasts. Both buys 
are slated for one-year of Mutual's 
Monday through Friday schedules. 

Thisa 'n' data: NBC xNews, in 1959, 
won a total of more than 30 honors 
for programs on the tv and radio 
networks . . . Mutual will hold the 
fifth in a series of meetings w 'nh affili- 
ate owners and managers 14 January 
at the Biltniore Hotel, in New York 
. . . "The Population Explosion," 
expanded to 90-minutes, will be re- 
broadcast as a special CBS Reports 
])rogram Thursday, 9:30-11 p.m., 14 
January, on CBS TV. 

Strictly personnel : Howard Berk 

has been appointed director of infor- 
mation services for CBS TV stations 
and CBS TV Spot Sales . . . Court- 
ney McLeod, to regional manager 
for Pacific Coast and Mountain Zone 
affiliates and Robert Curran, to re- 
gional manager for a group of sta- 
tions in the East and the Midwest, in 
the ABC TV station relations depart- 
ment. 



RADIO STATIONS 



Two long-time rivals in the West 
are smoking the peace pipe: 

KREX-AM-FM-TV, Grand Junc- 
tion. Col., has merged its news-gath- 
ering facilities with those of the 
Grand Junction Daily Sentinel. 

Station has moved its entire news 
department into the newspaper's 
building, thus adding some 70 area 
correspondents as well as a half dozen 
reporters to its staff. 

Ideas at work: 

• No more 'Polly wants a 
cracker': Instead, KING, Seattle, 
has been asking bird owners to teach 
their pets to say "Polly Wants a Bub- 
ble Up." The contest, brainchild of 
account executive Ed Roe, was to 
promote station's new soda advertis- 
er. Winning bird got a S50 check and 
a chance to "speak his mind " on 
radio. 

• Turning the tables : Recently, 
Bob Braun, of WLW, Cincinnati, 
awarded Judge Benjamin Schwartz 
of the Hamilton County Juvenile 
Court with a hand-car^■ed wooden 



plaque of the Ten CommandmentsJ 
Hebrew and English to be hung] 
his court chamber. The surprise pt 
entation was made on the Bandst'\ 
show as a memento to the Judjj 
work in juvenile rehabilitation. 

• On the public service froil 
When WSUN, St. Petersburg, fI 
was awarded S40 from the Florl 
Citizen's Advisory Committee for 
highway safety campaign, station 
cided to add to the award and pi 
sent it to the elementary school hi 
ing the best safety record from 
start of the term through last inoni 
A special assembly was held this pi 
week at the Clearview Element- 
School for ]5resentation of WSU^ 
SlOO award. 

Station acquisitions: KXV 

Houston, to the NAFI Corp 
KTRN, Wichita Falls, to Raymo 
Ruff, former manager of KOMA. ( 
lahoma City, for 8380,000, broker 
bv Hamilton-Laiidis & Associates . 
WINE-AM-FM, Buffalo, to the 
Lendon Corp.. bringing to the groi 
a "full house" of seven radio s 
tions, from Western N. Y. Broadc ■ 
ing Co.. headed by John W. Klu 
. . . WILD, Boston,' to William Joh 
Jr., and associates, from Nelson 
ble. for $295,000; and WDAR. D 
lington. S. C. to Walter Pearce, fr- 
Ralph Hoffman, for $65,000. Bo| 
sales brokered by Blackburn & ' 
. . . KJBS, San Francisco, to the . 
gonaut Broadcasting Co., headed U 
Gil Paltridge and A. J. Krisik. f 
about SI million . . . WQUA, M 
line. 111., to Radio Moline, Inc.. he 
ed by Len and Burrell Small 
KUTI. Yakima. Wash., to Yakiitl 
Valley Radio, headed by H. G. Wei 
Jr.. from Harrison Roddick, fc 
$150,000; and KCLE-AM-FM. 01 
burne, Tex., to Jim Gorden. froi 
George Marti, for $145,000. Bot 
sales brokered by Hamilton-Landis 
Associates. 

New programing policy : Launche 
this week hv WRCA, New York, t 
provide: "Wall-to-Wall Music," e) 
panded to six hours daily, increase 
local news coverage and a novC 
round-the-clock weather service. 

First of the new schedule change 
was the shift of station's all-night d.J 
Art Ford to the daytime lineup fol 
lowing Bill CuUen — to feature on hi 
show only the truly "great" record 
ings. 
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THIS FACT FACES YOU! 



PROOF : 

WSJS Television's City Grade coverage saturates 
fourteen cities, each v^iih over 6000 population, in 
North Carolina's biggest Metropolitan market. These 
fourteen cities are located in the rich industrial Pied- 
mont — North Carolina's first market buy v^'ith. WSJS 
Television. 



television 
Winston-Salem/ Greensboro 





CHANNEL 12 
Meadley-Reed, Reps. 
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'riii!*:i 'ii' (hila: W I.NS. Aew \ ork. 
i> celebrating il> jecoiul anlli^ eisar\ 
of the 7 OK 71 Crier — pulilic Venice 
aiiiu)uiRrineiil> aired e^e^\ hour. 24 
lioms a (ia\. se^en (hi\s a \\eek . . . 
Spurts Hiiys: Tire National Bre\\- 
in<i Co. to ri])()ns()r one-third of the 
\\'a>hiii<;l(m Senator hn~eball gaiiics 
on Wfor. Washington. 1). C. . . . 
K^.\. San Krancijco. announce? the 
addition of full-linie. coni])atiblc ster- 
eophonic broadcasting «ith the addi- 
tion of it* oun fm station. 

Stntioii siaiTers: Jack Thayer, 
elected y.p. of .Metro])olitan nr(jad- 
ca?ting Corp. . . . Aloxaiuler Klein, 
Jr.. to e\ecuti^e v.p. and general 
sale:s manager of W'TEL. I'hiladelphia 
. . . Kolx'rt Hotli, promoted to ex- 
ecuti^ e ^ .p. of Public Radio Corp.. in 
charge of KAKC, Tulsa, and KBKC, 
Kansas City: James DoMell, to v. p. 
of PRC in charge of national sales, 
and general manager of KIOA. Des 
Moille^.• Larry Monroe, station 
manager of KIOA; and William All- 
red, to manager of KBKC . . . Deii- 
iiian Jacobson, to sales manager of 
\^'\VJ. Detroit . . . Henry Franz, to 
sales manager of \^TMB, Indian- 
apolis, and Richard Higgs, to local 
sales manager of the station . . . An 
Arkalain. named general manager 
of \^'ERC. Erie. Pa. . . . Joseuli Fife, 
to general manager of KYOK, Hous- 
ton . . . Lee Murray, to ^^•onlens di- 
rector of WJR. Detroit . . . Ed>*ard 
\^'olft' and Karl Eisele, to account 
executi^e^ at WBAB. Babylon, L. I.. 
N. Y. . . . Robert Swanson, to the 
sales staff at WBBM. Chicago. 



TV STATIONS 



The American Legion is liopping 
on tlic tv-censoriiig bandwagon. 

Out of L.A. this week there came 
an announcement from one of the 
Legion's national commanders that 
the Legion plans to "de^ elop tv chair- 
men to be appointed by their own 
])o>ts in .50 states. 

1 he announced purpose: to "ex- 
press their individual opinions con- 
cerning entertainment and instruc- 
tion ^•alues on the t\ screen." 

Initial act: preview in New York 
12 .Ianuar\. and 15 January in Los 
AnL'ele-^. a tv episode "to help ascer- 
tain whether sex and violence can 
be treated in a tasteful iiianiier."' 



T\ ^il'wi^g has not had llie ad- 
>t'rse effect on the American 
yonth that many critics claimed 
it ■Ht)uld, concluded Dr. Paul A. 
Witty, professor t)f education at 
Northwestern University. 

Dr. \^'itt\, Nvho has been studying 
the tv vicNving habits of school chil- 
dren, their parents and their teachers 
in the Chicago area since 1950, read 
his re])ort to the American Associa- 
tion for the Advancement of Sciences 
in Chicago this ^^•eek. 

hi his stud). Dr. \Vitty found a de- 
cline since 1950 in the number of 
^ie^^ing hours by children; elemen- 
tary school pupils who a^•eraged 24 
hours a ^veek at the tv screens in 
1955 now spend only 21 hours a 
week, ^^hile high school students 
spend 12.3 hours a Nveek as against 
17 hours in 1953. 

But, Dr. \^Mtty pointed out, tv 
viewing does not affect the liealtli, 
nor does it restrict outdoor play, 
hobbies, sports and creative ac- 
tivities of these children. 



Ideas at work: 

• The news in lights: WiNBQ 
and W3IAQ, the NBC tv and radio 
stations in Chicago, and the Pepsi- 
Cola General Bottlers, Inc., are co- 
sponsoring a giant electrical spectacu- 
lar display on Michigan A^•enue which 
will flash up-to-the-second ne^^"s bulle- 
tins to pedestrians and motorists. Lo- 
cated atop an 11-story building, the 
electrical niotograph messages will be 
transmitted instantaneousi) from the 
NBC newsroom in Chicago. 

• On-campus tv: Yale Univer- 
sity and the Radio-T^' Di^'ision of 
Triangle Publications, via WNHC- 
TV, New Ha^•en, produced six one- 
hour specials on Yale's campus. The 
first, aired some ^^•eeks ago, was dubbed 
Christmas and Christianity in a 
Shrinking W orld. The other fi^•e, all 
with a holiday theme, were telecast 
during station's special Christmas 
week programing. 

Local sports buys: The Strob 
Brewing Co. fZimmer, Keller & Cal- 
^ ert), ^'ia Videotape, ^^ ill sponsor the 
National League Hockey sjames in 
Detroit on WXYZ-T^' . . The 
Pcnnzoil Co. (Eisaman. Johns & 
LaNvs) co-sponsored the bo\vl games 
in five major midwestern markets . . . 
Carling Brewing joins Standard Oil 



of Ohio and Central National Bat 
in presenting all telecasts of the Clev 
land Indians baseball <iames. 



Tbisa 'n' data: WKRC-TV, Cii 

cinati; this past week moved all equi 
ment, personnel and the like to i 
new 82 million building at 1906 Hig", 
land Avenue . . . Local li^e progran 
ing note: WRAL-T^^ Raleigh, wi 
present, next week, Don Pasqmh 
the Italian opera, to be telecast Iron 
7-8:30 p.m. . . . Jerome Reeves 
general manager of KDKA-T\ 
Pittsburgh, has been named publ 
relations chairman of the city s chaj 
ter of the American Red Cross. 

On the personnel front: Jeroin 

Barnes, elected ^■.p. for jsrogran 
ing, responsible for Springfiel 
fMass.) T^' Broadcasting Corp. 
three tv stations, and John Fergii 
to v.p. in charge of \VRLP, Brattl, 
boro-Greenf ield-Keene . . . Bi 
Thorpe, to local sales manager ( 
WHEN-TV, Syracuse . . . Rex Kinj 
appointed general sales manager f() 
KELO-TV. Sioux Falls. 



INTERNATIONAL 



I 



A new appointment for McCanr 
Erickson's Australian affiliate li^ 
climaxed the biggest last quartd 
for this agency. 

Named Hansen - R u b e n s o h n - M 
Cann-Erickson when the merger tod 
place last September, the Sydnei 
agency last week ^^•as assigned tl 
Coca-Cola Export Co, — bringing tl 
total of new accounts since the me 
ger to se^•en. 

Other clients include: Bayer A 
pirin, Andrews Li^•er Salts for Ste 
ling Drug, and John Lawler & Son 
Australian subsidiary for the Sin 
mons Co. 

Hugh Carleton Greene, 49-yea 
old veteran broadcaster and new 
papernian, takes over, this weel 
the top post of the BBC. 

He succeeds Sir Ian Jacob as d 
rector general of "the world's large 
independent, non-])rofit radio and 



A new company: Internationg 
Community Club Awards, Inc 

formed as a separate entity to ha 
die the franchise operations of Con 
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nunit) Club Awards outside the con- 
tinental U. S. 

Also, according to the new organi- 
sation's president W. M. Carpenter, 
411-Caiia(la Radio & Tv Facilities, 
Ltd., has been signed to represent 

he international CCA Corp. in the 
Dominion of Canada — thus granting 
All-Canada the exclusive franchise 
fights for CCA throughout that coun- 
:ry. 

riie "first" iiileriialional Iv re- 
'cordiiig unit was officially 
launched outside the French Em- 
bassy in Loudon this past month. 

The new unit represents the coop- 
jration of broadcasting organizations 
from England, the U. S. and France, 
bn mobile facilities to provide Euro- 
•pean programs on the American 525 
line standard. 

This completely self-contained mo- 
bile taping facility, composed of 
Equipment made by the Pye Co. in 
Britain, and Ampex in America, was 
'Jeveloped jointly by ATV engineers 
and the research department of the 
Pye Group of Companies, in associa- 
tion with a team of CBS experts. 



REPRESENTATIVES 



iRep appointments: WXLW, In- 
Jianapolis, to Robert E. Eastmau 

& Co WHG-AM-FM, Homell, 

N. Y.: WBNR, Beacon, N. Y.; and 
jKGGF. Cofleyville. Kans., to John 
|E. Pearson' Co. . . . WLOL-FM, 
Minneapolis, renewed with Good 
Vlusic Broadcasters for the East 
poast . . . WAYE. Baltimore, and 
KBUZ, Phoenix, to Broadcast Time 
Sales. 



Rep appointments — personnel: 
ifames H. Fuller, to the new post of 
[lirector of creative sales; Joseph 
lEuff, to Eastern sales manager; Ricli- 
krd Arhiickle, appointed executive 
'.p.; and George Dubinetz, to v.p. 

)f Robert E. Eastman & Co Ted 

Rohinson, to radio research assist- 
int and Marvin Roslin, to tv re- 
iearch assistant at Adam Young . . . 
H. J. Beck, etiring as treasurer of 
he Katz Agency after 54 years with 
he rep firm. He will be succeeded by 
jissistant treasurer H. J. Grenlhol . . . 
Vlan Scliroeder and Al DiGiovan- 
li, to account executives in the New 
Xork office of CBS Tv Spot Sales. ^ 



SPONSOR ASKS 

{Continued from page 45) 
current condensed report of the mar- 
ket in question be given the ad agency. 

There are many factors in a mar- 
keting picture which can graphically 
illustrate the desirability of using ra- 
dio as an advertising medium. Any 
help that you can provide an agency 
enabling them to furnish ammunition 
for a media recommendation is bound 
to pay big dividends. 

One of the most difficult problems 
of all radio stations — due to the com- 
petitive nature of this business — is to 



provide up-to-date success stories 
from advertisers. When it is possible 
to secure current evidence of success 
in the use of your station from an 
advertiser or his agenc\ it helps the 
sales manager substantiate the desir- 
abilit) of using )our facilities. 

In the last analysis, there is no 
magic formula for securing national 
business. It is a combination of many 
services, sales efforts, personal con- 
tacts and a tremendous amount of 
work by an effective sales organiza- 
tion, sales promotion department, and 
a good facility. ^ 



It's Important to know: 

WWTV AREA FOOD SALES 
ARE 14% HIGHER 



THAN UTAH'Si 





NCS No. 3 ihowi ihot WWTV hoi 
doily (ircwlolion, both doylimc ond 
nighltime, in 36 Mkhigon countiei> 



WKZO TV — CRANO RAPIDS-KALAMAZOO 
WKZO RADIO— KALAMAZOO BATTIE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF.FM — GRAND RAPIDS KALAA.VAZ0O 
WWTV — CAOILIAC MICHIGAN 
KOIN'TV — LINCOLN, NEBRASKA 

Atsociored wilh 
WMBD RADIO — PEORIA, ILLINOIS 
WMBO TV — PEORIA, ILLINOIS 



That's right! — people in Cadillac and Northern 
Lower Michigan buy more food than the entire 
population of Utah*! 

Yet just one station — WWTV, Cadillac — can 
keep you firmly in touch with this amazingly 
important market. W^VTV is the only slation 
with daily circulation in all of Northern Lower 
Michigan's 36 counties (NCS No. 3). ARB (May, 
1959) for Cadillac-Traverse City also gives WWTV 
top position in 202 of 250 competitive quarter hours 
surveyed, Sunday through Saturday. 

Add WWTV to your WKZO-TV (Kalamazoo- 
Grand Rapids) schedule and get all the rest of 
outstate Michigan worth having. // you want it 
all, give lis a call! 

* Annual food sales in Utah are $203.1 million. The WWTV 
area accounts for $231. P million in food sales. 




WWTV 



31«,000 WATTS • CHANNEL 13 • 12S2' TOWED 
CBS and ABC In CADIUAC 

Serving Northern Lower Michigon 
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NUMBERS RESEARCH 

(Continued from pa^e 31) 

Who'.- til do it'/ And who will pa\ 

for it? 

.Mo^t original rt"*earch i? conduct- 
ed liy independent research organiza- 
tion? rather than hy agencies and cli- 
ent?. But heretofore the analysis of 
thi~ re-carch had 1 eeii carried on pri- 
niarih within agenc} and client re- 
search departments. In general, there 
are two kinds of independent re- 
search: ( 1 I that which is paid for by 
suhscrihers on a continuing basis and 
(2) that which i? paid for by com- 



].anies with a special interest who 
ha\e ordered special research. 

Agencies, caught in the squeeze of 
their limited 15' r media commis- 
sions, are loathe to invest their own 
slim profits in costly research proj- 
ects. Clients are equally reluctant, e.\- 
pecting media or agencies to furnish 
them with research data. 

.As a result, much of the special 
research type of information is being 
paid for by media. Television Adver- 
tising Representatives, for example, 
has just debuted a new "Audience Di- 
mensions" reports series, which is de- 



scribed a? a continuing project "deW - 
ing into untouched corners of videi ' 
audience characteristics." 

Working with its Westinghouse t' 
stations group, TvAR supplements thi 
usual ratings with such qualitativ: - 
studies a= the viewing habits of work 
ing women, owners of pets, mother, 
of toddlers, men who shave an- - 
■■\iewer venturesomeness." Savs Lari 
ry Israel, general manager. ''We hav 
undertaken a 3-D project to providn 
detail, definition and depth to exbtiny ■ 
information about audiences." 

Another example of media-origin 
ated and media-sponsored research i: " 
the recent qualitative study publishe-i 
— after a reported total in\ estment ol 
.S50.000— by the CBS Television Sta ' 
tions Division. "More than Meets the ' 
Eye." researched by the Institute foi ^ 
Motivational Research. Inc.. attempt, 
ed to document the assertion that a ■■ 
television station has its own person- 
ality and has intangible as weU *i 
tangible appeals to the community il 
serves. Says Merle Jones, president: 
"A timebuying decision cannot he - 
based solely on any slide-rule formu- ' 
la — on rate cards and ratings." 

Professionals queried bv SPONSOR - 
think agencies and clients, as a result ^ 
of increasing pressure in today's com- ' 
petitive marketing situation, are com- ' 
ing to realize they must set aside new 
and or bigger research budgets. But 
research, itself, has become more 
costly. This is one reason why the - 
major syndicators — such as A. C 
Nielsen. The Pulse. American Re- 
search Bureau — will probably move 
more toward special-project research. 

As it stands now. agencies are del- 
uged with xarious research services." 
As their cost- go up. the asency is 
being forced to re-examine its statb- 
tical needs in light of available 
monies. .As one media research di- 
rector said: "A thousand dollars 
alone isn't unreasonable. But when h; 
five or six services ask for this, and 
still another expects you to subsidize 
a new company, the total amount is - 
staggering — and impossible! TTiis 
spring, for the first time, we'll prob- m 
ably have to drop one of the major ■: 
services of the two we're using.^ 

The choice of which research serr- 
ice to select i? a difficult one. Why? 
Because as the selection of media be- 
comes a more precise skill the need 
for ana!)se= and data increases. 
Broadcast media selection is infinite-' 
ly more difficult and hazardous than 
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anniversary 

WOC-TV Ch. 6 

Davenport, Iowa— Rock Island— Moline, Illinois 
The Nation's Forty-Seventh TV Market 

On October 31, 1949, WOC-TV went on the air. FIRST in the 
Quint-Cities — FIRST in Iowa. This was in keeping with the fore- 
sight and courage of Colonel B. J. Palmer, who had pioneered the 
first radio station west of the Mississippi in 1922. 

In 19-19, there were less than 400 TV sets available to receive WOC- 
TV's first broadcast. On this 10th anniversary date, there are more 



than 438,000 sets in a 42- 
counry area. WOC-TV land 
today is rated as the 47th TV 
market in the nation. 

WOC-TV continues to main- 
tain its leadership and success 
in serving its viewers and its 
advertisers. 

Your PGW Colonel has all 
the facts. See him today! 



CoL B. J. PaliDM 
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rint for the very reason that radio 
nd tv are intangible. Tv, the mass 
nedium and the one which is des- 
tined to grow faster than any other, 
ilepresents particular difficulties be- 
jause of its massive sweep. Big 
noney is involved in the simplest tv 
ejiiuy, and the risk for an advertiser 
5 great even when all possible fac- 
i'lOrs are controlled. 

That's why everyone in the indus- 
ry is vitally concerned with helping 

0 isolate these many factors and make 
hem controllable. 

One new development which will 
eveal some heretofore unknown facts 
t4<bout viewing is a mechanical device 
ailed the Dyna-Foto-Chron. Mem- 
it^iers of the American Marketing Assn. 
in Washington heard about it for the 
(Irst time last week as Dr. Charles 
\llen, its inventor, detailed its pos- 
ble application to broadcast-market 
esearch. Dr. Allen, dean of the 
,!chool of Communications at Okla- 
loma State U. and former assistant 
jlean at the Medill School of Journal- 
\ (Sm, Northwestern U., for many years 
n jVas research director of the Chicago 
Television Council. 

He has patents pending in England 
nd the U. S. (and Canadian patents 
jj (lave been issued) for the instrument, 
3, A'hich is similar to A. C. Nielsen's 
Vudimeter but which includes a cam- 
l jra unit which takes still photographs 
the tv viewing audience as well as 
^ (V'hat they are viewing. 
" Test studies conducted with 100,- 
,iOO viewing minutes on film indicate 
ity. luch qualitative information as atten- 
fi ^iveness, facial reactions to what's on 
1 jhe screen, number of viewers, who 
.urns the dial, how often they leave 
ihe room, whether they're paying at- 
sntion or talking, if they're doing 

tniething else while viewing — eating, 
ading, etc. (See box on page 31.) 

1 The mechanism is contained in a 
nit separate from the tv set, and is 
eared to a mirror installation which 
ieflects the screen picture back to a 
amera lens. It has been field tested 
ver the past 10 years, and will be 
sed — says Dr. Allen — on a lease ar- 

yJkangement by interested concerns, 
"he device can be pre-set to turn on 
utomatically at the precise time when 
commercial is coming on. 
This blend of the quantitative with 
le qualitative typifies the current 
•end in broadcast research. Most 
rofessionals in the broadcast buying 
ealm think it's been a rare buyer 



who has purchased time on the basis 
of ratings alone, although there are 
still some "hold out" agencies and 
clients who insist on a certain num- 
ber of rating points. 

The experienced, profound buyer 
has always worked in a margin of 
varying shades of gray, says one net- 
work tv executive. "Qualitative ele- 
ments have always been taken into 
consideration by more adroit agency 
people — but it's been on hunch more 
than by fact. What we're beginning 
to get more of is the fact which docu- 
ments the qualitative hunch!" 

Agency people, says one buyer, 
"despite many accusations to the con- 
trary, have never looked for more 
than guideposts in a rating. All of 
the major research companies tend 
to agree on program audience trends 
even if the numbers don't match ex- 
actly. And that's what research is 
and will continue to be: general 
patterns, series of guideposts, which 
help in our media determinations. 
They're an effort to minimize the 
risk factor, which is so very great. 
But, with few exceptions, they have 
never been the end-all and be-all of 
buying or scheduling." ^ 



FLORIDA VACATIONERS 

(Continued from page 37) 

men tourists, except in the post-11 
p.m. period when male-female view- 
ing levels are just about equal. Most 
popular program types, according to 
WTVJ (which claims an audience 
share of 48.5% for the area) are 
news, weather, westerns, dramas and 
variety in that order. 
IFhat tourists spend: According to 
Florida Development Commission, 
airline tourists spend almost twice as 
much per day as do auto tourists 
($15.81 vs. $8.75 per person.) Here 
is how they'll spend part of the §625 
million: 

ITEM PER CENT 

Lodging 24% 

Groceries, food, beverages 29% 

Clothing, apparel _— _— 11% 

Jewelry, gifts, souvenirs 3% 

Drugs, tobacco, photo supplies 6% 

Gas, oil, auto maintenance 10% 

General characteristics: Average size 
of tourist party is 2.4 persons. Most 
are in 30 to 59 age group. Slightly 
more than 50% of them vacation from 
two weeks to over three months. ^ 




SPONSOR 

Hundreds of extra eyes to be 
exact — the most restless 
retinue of retinas — work for 
you at SPONSOR to help keep 
you the best informed executive 
on broadcasting that you can 
possibly be. 

Experienced eyes that see 
beneath the surface and beyond 
the fact. Eyes that bring you 
not alone news but the most 
comprehensive analysis of this 
news in the entire publication 
field. 

That's why you should read 
SPONSOR — at home . . . 
where you can give it your 
unhurried time — your relaxed 
imagination. One idea that 
you can apply might well be 
worth a lifetime of subscriptions. 

Noiv — for just $8.00 a year — 
you can have 52 issues of 
SPONSOR delivered to your 
home. Try it on this 
money back guarantee. 

Only gift subscriptions for ad- 
vertisers or agencies are eligible. 



SPONSOR 

40 East 49 St., New York 17, N. Y. 

I'll take a year's subscription of SPONSOR. 
You guarantee full refund any time I'm 
not satisfied. 

NAME 

FIRM__ 



ADDRESS. 



□ Bill m« 



□ Bill firm 
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WTHI-TV offers the 
lowest cost per thousand of 
all Indiana TV stations! 



One hundred and eleven national 
and regional spot advertisers 
know that the Terre Haute 
market is not covered 
effectively by outside TV 



WTHI-TV 

CHANNElIO'CBS — ABC 

TERRE 
HAUTE 

INDIANA 



Represented Nationally 
by Boiling Co. 




GROWING 
GROWING 

GROWING 


CBS-NBC- ABC 




CH. Il 



KMSO-TV now reaches 

51,000 Montana TV homes 

and is gaining new viewers all over 

WESTERN MONTANA 

KMSO-TV 

Serves MISSOULA and All of 
WESTERN MONTANA With the Best 
of CBS, NBC. ABC 

PERFECT TEST MARKET 

• S1,000 TV Homes 

• Drug Sales Index 167 

• Retail Sales Index 143 

• Auto Sales Index 176 

PERFECT TEST STATION 

• Captive Audience in 90% of the 
Area 

• Dominates the 10% Remainder 
Completely 

• Now the Only TV Station on the 
Air in Far Western Montana 

• Low Cost/1,000 Homes 



NATt©NAL REPRESENTATIVES 

FOR^OE-TV, Inc. 



Tv and radio 
NEWSMAKER 




Louis Dorfsman has been ap|joiiited crea- 
tive director of sales promotion and ad\ er- 
tising, for CBS TV. With the network since 
1946, Dorfsman was made v.p. in charge 
of advertising and promotion for CBS 
Radio in Octoher, 1959. Prior to that, he 
was director of art. advertising and pro- 
motion for the radio network. Dorfsman 
has received seven Gold Medals and six 
Awards of Distinctive Merit from the New York Art Directors Club 
for his graphic designs on CBS Radio's ad\ ertisements, promotions. 

Ij 

Hugh Kibbey has been promoted to sales 
manager for WFMB-TV, Indianapolis. He 
has been national sales manager for the 
station since the beginning of last year, 
having joined WFMB as a staff writer in 
1942. Since that time, Kibbey successivel) 
served as continuity director, assistant to 
the acting manager, production director, 
program director and sales ser\'ice manager. 
He was graduated from the Indiana Business College and also 
completed a special radio course at Jordan Conservatory of Music. 

Ernest Lee Jahncke, Jr., v.p. and assist- 
ant to the president of Edward Petry & 
Co., has been named director, standards, 
of NBC. In this post, Jahncke will super- 
vise and direct the formulation of specific 
standards to reflect the network's policy 
and govern practices relating to programs 
and advertising presentations on NBC 
facilities. Prior to joining the Petry organ- 
ization, Jahncke was v.p. and assistant to the president of ABC, and 
earlier, v.p. in charge of ABC Radio. He is on the board of RTES. 





Roland H. Cramer, account supervisor at 
BBDO since May, 1957, joins Lennen & 
Newell as a v.p. on the Colgate account. 
Prior to his association with BBDO, Cramer 
had been a v.p. with account responsibil- 
ities at Ted Bates & Co. and at Kutlirauff 
& Ryau. Before that, he spent 17 jears 
with McCann-Ericksou, serving as a v.p. 
and account supervisor in the New York 
office, and a v.p. and member of the plans board at the agency's 
Chicago office. Cramer was graduated from Bowdoin College. 
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■ The WDAF fleet of rolling stock is 
never lined up behind the station, as you 
see it above, except by appointment and 
under protest. ■ The newsmen, the 
farm department, the sportscasters and 
the remote crews who pilot the Signal 
Hill fleet can't spare much time for pos- 
ing. The events they cover are spread all 
over the map . . . and they don't wait to 
happen. ■ Shortly before this picture 
was taken, here was the deployment: 
Unit #1 (News) at the Truman Library, 
where Harry S. Truman was receiving 
official documents from former Interior 
Secretary Oscar Chapman; Unit #2 
(News) checking a reported robbery in 
a downtown fur shop; Unit #3 (Farm 
Dept.) with Farm Director Jack Kreck 
at state REA meeting in Jefferson City, 
covering activities of 350 delegates from 



every county in Missouri; Unit #4 
(Sports Dept.) with Merle Harmon cov- 
ering basketball double-header — Kan- 
sas State vs. San Francisco, Kansas Uni- 
versity vs. Brigham Young — in Man- 
hattan, Kansas; Unit #5 (News) at Mu- 
nicipal Air Terminal filming arrival of 
globe-girdling Max Conrad, the flying 
grandfather; Unit #6 (Mobile TV 
Truck) videotaping a 2y-> hour presen- 
tation of "The Messiah"" by the RLDS 
choir from the church's world headquar- 
ters in Independence, Missouri. ■ Our 
mobile fleet (the largest in the Heart- 
land) moves with the news. When you 
look at the geography we cover from 
Signal Hill, that's a heap of moving. 

TV Representative: Harrington, Righter £ Parsons, Inc. 
Radio Representative : Henry I. Christal Company, Inc. 



NBC 



KANSAS CITY, MO. 



A SUBSIDIARY OF NATIONAL THEATRES AND TELEVISION. INC. 



frank talk to buyers of 
air media facilities 



The seller's viewpoint 



Are your program buys based completely on rating points and, if so, why? 
L. E. Cooney, sales manager, KSL-TV, Salt Lake City, finds this characteristic 
an all-too-frequent trade-mark of timebuyers. Cooney asks, "How significant 
are total rating points without information as to audience composition?" He 
points out that the "work burden^' on many agency buyers does not allow 
them to consider available information which would help their clients get more 
for their ad dollars. Do you agree with his suggestion that perhaps agency 
executives and media directors are guilty of serious organization errors? 



Timebuyers — look beyond the ratings 



In a recent article in SPONSOR, timebuyers were asked to 
give their opinions on the quality of performance of the 
national reps who called on them. I noted with interest 
that many of them in summarizing their opinions asked 
that the reps give iheni more detailed information. They 
also said that they liked visits from station personnel be- 
cause it gave them an opportunity to get more information 
about the station. 

1 am sure that many station people joined with me in 
wishing that this represented the majority opinion of time- 
buyers throughout the industry. One of the discourage- 
ments of the sales manager's job (at least those sales man- 
agers who want to compete on a professional rather than 
personal basis) is the fact that too many timebuyers are 
not interested in receiving, evaluating, and using all perti- 
nent station information before making a time buy for their 
clients. Whether this is because of work burden, disinterest 
or pure laziness, the over-all result remains the same — the 
sponsor does not always get the best value for his advertis- 
ing dollar unless the timebuyer makes use of all informa- 
tion available which might affect the placement of the 
schedule. If the primary reason is the work burden on 
the timebuyer, 1 feel that it is the responsibility of the 
agencies' research departments to develop profiles of each 
station in each inarkel from the huge amount of material 
the stations and audience measurement surveys iriake avail- 
able to them. 

How many would disagree that many, if not most, time 
buys are made almost purely on the basis of total rating 
points (even when it might take sub-standard bonus spots 
to get that total)? Of course, at the other extreme is the 
lime buy which is made after considering total rating 
points, ratings per individual spot, product compatability 
with adjacent programing, audience composition, station's 



commercial policy and over-all image, distribution of spots, 
net audience, and so forth. Probably the majority of time 
buys fall somewhere between these two extremes — and it is 
not unlikely that the results of the schedule might be in 
direct relation to which extreme is the closer. For instance, 
how significant are total rating points, without informa- 
tion, as to audience composition? I recognize that there 
are those who say that with plenty of rating points you're 
sure to get exposure to all audience types. This is ridicu- 
lous, unless you can believe that twenty spots in Romper 
Room, a children's show, will sell more adult products than 
five spots in this same program. Every timebuyer seems to 
realize that to sell kiddies you've got to be in children's 
shows — but how iriany timebuyers use the same degree of 
reason in other factors of audience composition? Likewise, 
how many timebuyers make their buy on rating points for 
a metro area when total home figures are available — but 
probably require more effort to fit into the agency's buying 
formula, or the media director's instructions. Also, in spite 
of the furor created by many agencies against triple spot- 
ting, how many timebuyers are concerned as much with the 
station's commercial policies as they are with those sacred 
total points? (Could it be that agency executives can be 
concerned with industry ethics and policies, while time- 
buyers have to think of cost-per-1,000? ) 

There is no doubt that the best place to look for detailed 
information is to the rep or station contact. And, obviously, 
once the rep and stations are aware that the timebuyer 
desires full information and will conscientiously use it, 
the exchange of this information will be almost automatic. 
Certainly the station has the information available, and will 
v/elcome every opportunity to tell, write, picture and draw 
diagrams of it for anyone interested enough to listen. ^ 

(See also "Is Numbers Research On the Run?" page 29.^ 
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SPONSOR'S 

5-cmwRmo 



SUBSCRIBER 



Our apologies to 
Atlanta, St. Louis, Boston, 
Dallas and some other cities! 

The new 5-City Directory, just off the press, 
contains more than 1900 listings, and 36 pages. 

It's the recognized tv/radio guide to 5 cities 
where 93% of all national spot business is 
bought. 

The 1960 directory is substantially bigger than 
any of its predecessors. You will find it more 
useful, and we hope you will forgive us if your 
city is not included. 

If you're a SPONSOR subscriber drop us a note 
and we'll send you a 5-City Directory with our 
compliments. 

If not, the price is 50<: each . . . 40<: in quanti- 
ties of 5 to 10 . . . 30<: for 10 or more. 

If you're not a subscriber, enter your subscrip- 
tion now by using the form shown on this page. 
We'll send you, as a bonus, not only the 5-City 
Directory but also the 220 page 1959-60 Air 
Media Basics including Radio Basics, Tv 
Basics, Timebuying Basics, and much more. 




Sponsor Publications Inc. 

40 East 49th St., New York 17, N. Y. 

□ Send me copies of Sponsor's 5-city directory. 

□ Enter my subscription to Sponsor 

for one year at $8.00 and send me FREE 
the 5-CITY DIRECTORY & AIR MEDIA BASICS. 



NAME- 
TITLE- 



COMPANY. 
ADDRESS - 
CITY 



-ZONE 



-STATE_ 



PONSOR • 9 J.\>UARY 1960 



73 




Why not tv men in agency management 

Everyone aware of the realities of the modern agency hnsi- 
Des-s knows that radio and tv have become the dominant 
factors in agency l)ilHngs today. 

Last week, for instance, sponsor published its annual list 
of the top 50 air media agencies. Heading the list, with a 
whopi)ing S135.5 million total, and 49^^ of its billings in 
radio tv was J. Walter Thompson. 

Others in the leading 10 included Bates with 80%, Benton 
&' Bowles with 60' ^ , Dancer-Fitzgerakl-Samplc with 65*^ of 
its busine>s in the broadcast media. 

Radio tv. and particularly tv, are in nearly every case the 
most important phase of agency activity, and we believe they 
are destined to become even more dominant. 

But why, since this is the case, are the air media so poorly 
represented in top level agency management? 

Recently we were challenged to name 10 tv men in top 
agencies who serve on either the board of directors or the 
executive committees of their firms. 

The fact that we couldn't name more than three is evidence 
of the serious management imbalance that now exists in most 
agencies today. There is just no question — radio/tv men 
deserve more of a place in agency councils. 

Copycats and the magazine concept 

Sometimes our industry's vogue for fancy names and 
labels makes us want to snicker a little bit. 

Most recent cause: the large amount of talk about the so- 
called "magazine" concept for net tv. 

Maybe the concept is all right, but why give it a "maga- 
zine" tag? Which magazine is net tv trying to imitate? Play- 
hoy? Esquire? True Confessions? Look? 

Balanced programing is a worthy objective, of course. But 
why should the world's greatest medium try to copy the for- 
mat of one that is declining fast? 

THIS WE FIGHT FOR: Greater simplifica- 
tion of the papenvork involved in the buying 
and selling of radio/tv spot. Needlessly corn- 
plicated forms are costing the media millions. 
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lO-SECOND SPOTS 

Sleepola: Bill Schwarz. progran 
manager of KDKA, Pittsburgli 
checked time sheet of announcer Johi 
Stewart, found eijrht hours overtim 
charged to "sleeping." Stewart hat 
been testing a "sleep-learning" gadgc 
that rame into Prof^ram PM . 

Specialization: Heard about thi 
agency timebuyer who had two door: 
to his office? The sign on one doo 
read. "Standard.'' The other wa 
marked, "Daylight Saving." — Franl 
Hughes. 

Adjacency: Press release from Wash' 
ington, D. C. station WWDC— "Cur 
rently, Manager Ben Strouse is con! 
ducting a hard-hitting editorial cam 
paign on the deplorable condition! 
in many mental hospitals. On hi 
morning show, Fred Fiske suddenl* 
realized one of these editorials wa 
scheduled immediately following th( 
record he was playing — the tune; 
"Coocoo-U' — the Kingston Trio's laS 
est and zaniest release. A 'Makegooe 
for the editorial will be schedule! 
later." Better make it much later; w\ 
don't forget easily. i 

Ultimate: Gene Kilham, of Boston': 
WCRB-AM-FM, reports he heard o 
a station "so hungry for business the' 
would take a P. I. Recip. — make 
them sound commercial." 

Definition: "Payola," according ti 
Dan Tyler, morning man for CKGA 
Montreal, "is special money paid b; 
newspaper editors for distorting i 
minor story against radio or tele 
vision into a national headline." 

Summing up: From the original Nev 
Year's greeting of Jay Gould, farn 
service director of WOWO, Ft. Wayn 

Increased population . . . 
Fall-out and mutation . . . 
Conservation, inflation. You see. 
Nits and gnats; grubs and rats; 
Scabb and lice; ticks and mice 
Are making a mess out of me. 
I've got leptospirosis. 
Perhaps brucellosis 
And hilmenthesporium blight. 
Cranberries, payola. 
Mack The Knife or old Nolo . . . 
What wonder I can't sleep at night. 
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WEAU-TV sells to one of the richest farm areas 
in the country . . . -where more than 2 million cows 

create a constant demand for drugs, machinery, 
equipment, buildings and farmers to keep 

Wisconsin's largest industry growing. 



